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)\ In the new stations you plan 
S._ PUT THE PUMPS 
NDERGROUND! 











Tue place for the pumps in a modern station is 
underground — in the storage tanks. Plan to put them 
there by specifying the Tokheim Central Service Sys- 
tem. With the Tokheim system one pump does the work 
of eight. Two pumps serve the average large station. 
Both pumps and motors are underground. Fuel is pushed 
to island dispensers. Your station layout is improved 
because tanks are placed away from the traffic area. 
Savings are made in piping, installation and equipment 
costs. Operating and maintenance costs are reduced. 
Service is improved. And remember, only Tokheim 
builds the Central Service System. Investigate it soon. 


TOKHEIM OIL TANK AND PUMP COMPANY 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 
FORT WAYNE 1 SINCE 1901 INDIANA 
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Write for New Brochure! 


CTI CENTRAL SERVICE SYSTEM 

















No other hoist can match 
all these advantages of o 
GLOBE Frame-Kontact' HOIST! 


ACC BALATY — that's the story of ae 
tionary origina’ pioneered Globe. 
more with a Globe 
easy access 


make fast work of the 
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PQUIP}ERNT and quaiilary souls con bo weed te 

advantage under a Globe Frame-Kontact 
Holst. Hore ou see a transmission being removed 
with the of a Globe TD-141 6 
Dolly. Note the unobstructed aisle lengthwise 
of the hoist. 





FLAT CONTACT MEMBERS contact the car’s The Globe Line is complete, offering you a choice of single or 2-post Frame-Kontact 
frame more securely with flush, full-length contact. Hoists. Send the coupon today for illustrated booklet on Globe Frame-Kontact Hoists 
No interference from projecting or swinging pads. 

95% of all cars handled without use of Adapters. 





*Globe a Hoists are manufactured under 
one or more of following patents: 
2593635. Other U. 1s. & foreign patents pending. 
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NPN-513 
Globe Hoist Company 
1000 E. Mermaid Lane 
Philadelphia 18, Pa. 


I want to know all about Globe Frame-Kontact Hoists. 


THE BEST LIFT 





Giebe Hoist Co., 1000 E. Mermaid Lone, Phila. 18, Pa., U.S.A. 
Foctories ot Des Moines, lowa and Phila, Pa. 
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Linco/n 
BRINGS IN NEW BUSINESS... 
MAKES LUBE JOBS MORE PROFITABLE”’ 


LOOK WHILE YOU LUBRICATE! 


] 


for Extra Sales and Service 


Check the Fan Belt 

Check the Air Cleaner 

Check the Oil Filter 

Check the Spark Plugs 

Check the Battery and Cables 
Check Radiator Hoses 

Check Radiator Fluid 

Check the Muffler and Tail Pipe 
Check all Lights 

Check the Tires 

Check the Windshield Wiper 
and Washer 

Replace lost or damaged Grease 


: Fittings with Lincoln BULLNECK* 
LUBRICATING EQUIPMENT © « Fittings .. . the modern fitting with 


the ball-in-the-top, seals dirt out 
LINCOLN ENGINEERING COMPANY _ eee 
® lenore istered 
5702-74 NATURAL BRIDGE AVENUE «¢ ST. LOUIS 20, MISSOURI & 


PLAN FOR MORE PROFIT! 


Lay out your own new Lubrication Department . 
with the help of Lincoln's new Lubrication 
Department Plan Book, Catalog 500. 

Write for your free copy today. 


© © © PIONEER BUILDERS 
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COMING MEETINGS 


MARCH 





Petroleum Marketers Assn., Hotel Sher- 

man, Chicago, March 10-12. 

Ohio Petroleum Marketers Assn., annua! con- 
vention and marketing exposition, Deshler- 
Wallick Hotel, Columbus, Ohio, March 17-19, 

Texas Oil Jobbers Assn., annual convention and 
exhibit, Plaza Hotel, San Antonio, Texas, 
March 19-21. 

Western P 1) Refi Assn., annual 
meeting, Plaza Hotel, San Antonio, Texas, 
March 23-25. 

National Oil Jobbers Council, Jefferson Davis 
Hotel, Montgomery, Ala,, March 26-28. 
Association of Eastern Petroleum Credit Man- 

annual conference, Claridge Hotel, 
Auantic City, March 29-April 1. 





APRIL 

American Society of Lubrication . 
8th annual meeting, Hotel Statler, Boston, 
April 13-15. 

Indiana Independent Petroleum Assn., spring 
convention, Hotel McCurdy, Evansville, Ind., 
April 15-16. 

National Petroleum Assn., 
April 15-17. 

National Tank Truck Carriers, Inc., Boca 
Raton Club, Boca Raton, Fla., April 16-19. 

American Petroleum Institute, Division of 
Transportation, products pipeline conference, 
Hotel Muehlebach, Kansas City, Mo., April 
20-22 

Oll-Heat Institute of America, annual con- 
vention, Edgewater Beach Hotel, Chicago, 
April 20-22. 

Michigan Petroleum Assn., annua] spring con- 
vention, Detroit Leland Hotel, Detroit, April 
21-22. 

Interstate O11 Compact Commission, spring 
meeting, Roosevelt Hotel, New Orleans, La., 
April 24-25. 

Independent Petroleum Assn, of America, Jef- 
ferson Hotel, St. Louis, Mo., April 27-28. 


Cleveland, Ohio, 


MAY 


Liquefied Petroleum Gas Assn., Conrad Hilton 
Hotel, Chicago, May 3-6. 

American Petroleum Institute, Division of Mar- 
keting, mid-year meeting, Baker Hotel, Dal- 
as, Tex., May 4-5. 

Pennsylvania Petroleum Assn., Bedford Springs 
Hotel, Bedford, Pa., May 10-12. 

American Petroleum Institute, Lubrication 
Committee, The Greenbrier, White Sulphur 
Springs, W. Va., May 11-13. 

American Petroleum Institute, Division of Re- 
fining, midyear meeting, Hotel Commodore, 
New York, May 11-14. 

International Petroleum Exposition, Tulsa, 
Okla., May 14-23. 

Empire State Petroleum Assn., Inc., annual 
meeting, Hotel Roosevelt, New York, May 
17-19. 

National Fire Protection Assn., annua) meet- 
ing, Palmer House, Chicago, May 18-22. 
Virginia Petroleum Jobbers Assn., spring meet- 
ing, John Marshall Hotel, Richmond, Va., 

May 21. 

Independent O11 Men’s Assn, of New England, 
annual convention, Statler Hotel, Boston, 
May 22 
irginia O11 Men’s Assn., spring meeting, John 
Marshall Hotel, Richmond, Va., May 22. 

North Carolina Ol Jobbers Assn., annual 
spring convention, the Carolina, Pinehurst, 
N. C., May 27-29. 


JUNE 
Assen, of Battery Manufacturers, 
Chateau Frontenac, Quebec City, Que. June 
1-3. 
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USE LOWER HP MOTORS 
——— SAVE ON POWER 


When buying meters, keep in 
mind motors and vice versa. Because 
the Model 6-BLX Rockwell Rotocycle meter 

requires less power to turn, you can use 
smaller motors on your pumps and save money on 
electricity. Too, you'll save on meter maintenance, for 
this precision meter has the strength to stand up 

and take it for long periods of time without 
attention. You get all this p/us the proved 

accuracy and free “Flo-ward” operation of 

Rockwell Rotocycle measurement. Write for 


bulletin and price list. 


AVAILABLE IN ALUMINUM 


Where specified the Model BLX Rockwell Rotocycle can be furnished with 
@ cast aluminum case. The lighter weight of this metal mokes the meter 
easier to handle and install—also aluminum is a highly acceptable 
material for use with high octane and aviation gasoline. 


ROCKWELL MANUFACTURING COMPANY 


PITTSBURGH 8, PA. Atlanta Boston Chicago Houston Kansas City 
Los Angeles New York Pittsburgh San Francisco Seattle Tulsa 


rocxwett (ROTOCYCLE meters 
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Behind Our Headlines 


We are being literally swamped by reader requests for re- 
prints of NPN articles. 


Our Reprint Department reports having received 213 sep- 
arate orders for reprints just since this last January 1, and 
having shipped out, in response to those orders, a grand total of 
117,390 reprints. This compares with 128,141 copies (of 62 ar- 
ticles) mailed during all of 1952, no trifling number itself, but 
one that seems in a fair way to being totally eclipsed this year. 


This matter of reprint orders is one on which the editors 
of NPN maintain a close watch, because the volume or rate can 
be an important measure of reader acceptance of a business 
paper’s contents. It informs the editors whether they are giv- 
ing the reader what he wants in the way of material useful to 
him in his business. 


In our case, we seem particularly to have rung the bell with 
Staff Writer Holger Ridder’s four-part series late last year 
(NPNs of Nov. 12-19-26 and Dec. 3) on the importance of regu- 
lar motor oil changes to the car owner. This series was re- 
printed in pamphlet form and to date, about 60,000 copies of that 
pamphlet have been ordered. Arrangements also have been 
made for the distribution of a Dutch translation of the pamphlet 
in Holland. 


Largest single order for the pamphlet so far is from a ma- 
jor company which ordered 10,000 for distribution among all 
its employes. The same company says it is considering dis- 
tributing copies to station customers throughout its marketing 
territory—possibly 100,000 or more. Another major recom- 
mended to its division managers that they order several thou- 
sand reprints each for general distribution to customers, and 
one manager already has ordered something like 7,000 copies. 
Then there is the Independent marketer who ordered individual 
reprints of each article in the series for use in conjunction with 
a four-part lubrication campaign. At the start of each phase of 
the campaign, he plans on mailing to all of his dealets reprints 
of the NPN article which coincides with that particular part of 
the program. 

A funny thing about reprint requests—not all of them 
concern current articles. Only the other day, for example, came 
an order from Cochabamba, Bolivia, for copies of an article 
we ran in 1924 and for another that appeared in 1926. 


Just goes to prove, we choose to believe, that NPN is al- 
ways interesting—AND ALIVE! 


Horbut Qe ffoconn 
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Tri-Sure Closures protect 


bite] >] > 4 
quality 


-and 
Life} >) > 4 


customers 


UODEX additives and catalysts are used by many companies in 

the paint, textile, plastics, petroleum and other industries to 

introduce important qualities into their own products. These com- 

panies know they can rely on Nuodex additives, because Nuodex uses 

the right ingredients, the right processing and the right protection: 
Tri-Sure* Closures on every drum. 


Nuodex Products Co., Inc. is one of the many shippers that have 
standardized on Tri-Sure Closures for over 15 years. Their experience 
is time-tested proof that Tri-Sure protection is the best protection 
for products in drums. 


Just as surely, as it pays to put quality into your products, it will 
pay you to safeguard that quality from contamination, leakage and 
pilferage with Tri-Sure Closures. Give every gallon you ship the 
security of the Tri-Sure Flange, Plug and Seal. Specify ‘“Tri-Sure 
Closures” on every drum order. 


*The “Tri-Sure” Trademark is a mark of reliability backed by 30 years 
serving industry. It tells your customers that genuine Tri-Sure Flanges 
(inserted with genuine Tri-Sure dies), Plugs and Seals have been used. 


Tri-Sure 


CLOSURES 
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AHEAD OF THE NEWS 





EQUIPMENT LOANING— Indications are building up 
that the loaning or leasing of tanks and equipment to 
farmers is on the upswing in parts of the Midwest. 
At the moment, the principal offenders appear to be 
Independent jobbers, not major suppliers. One jobber 
spokesman observes that unless jobbers, of their own 
free will, halt the practice, the majors “will soon be 
back in the business again and when they are, the In- 
dependent will not have a chance to get any of the 
business in competition with them, and he will have 
no one to blame but himself.” 


COUNTERATTACK—At least one West Coast major 
has been studying the legal aspect of preventing com- 
petitive stations from using its name without author- 
ization. The situation is that a number of stations 
honoring major company credit cards have listed com- 
panies by name. Some customers have construed this 
. to mean that the companies named have authorized 
those stations to use their names; hence, that the 
charge will be consolidated in one bill. The question 
is whether there is any legal ground for a company to 
enjoin an operator from posting its name under those 
circumstances. 


CREDIT CARD COMPETITION — An oil company 
which has done practically nothing up to now in the 
credit card field has been impressed by the apparent 
recent trend toward new, mechanized systems for 
handling credit card invoices at the service station 
along with an increasing tendency to promote wider 
use of credit cards. The company has decided it will 
enter the competition for credit card customers, and 
will adopt the plan of issuing credit card invoices in 
the form of pre-punched tabulator cards, bound in 
books, similar to the system already used in this coun- 
try by Sun, Continental and General Petroleum; and 


in Canada by Sun, Supertest, Reliance and British- 
American, 


LAST-DITCH STAND—Look for the “liberals” to 
make a bitter fight over nominations to the Federal 
Trade Commission and the Federal Power Commis- 
sion. The public is not generally aware of the ex- 
tensive power these quasi-judicial agencies wield, 
such as FPC’s authority over factors affecting 
consumer cost of natural gas and FTC’s authority 
over many business operations. “Liberal” leaders are 
keenly aware of the influence they exert and are 
extremely eager to keep them in the pattern and tradi- 
tion of the “deal” administrations. Each appointment 
to either of these commissions might mean the balance 
of power. 
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TAX COMPROMISE—Withdrawal of the federal gov- 
ernment from the field of gasoline taxation in return 
for the abolition of state income taxes probably will 
be one of the solutions to be closely considered by a 
newly-authorized commission to study the overlapping 
of federal and local taxes. The commission was 
cleared by President Eisenhower last week and mem- 
bership will be named shortly—some picked by the 
President, some by Congress and some by the National 
Governors Conference. 


SALES BOOSTER—Chevrolet dealers currently are 
pushing a preventive maintenance plan for passenger 
car owners, While dealers try to sell customers on 
using the plan, car owner is not required to sign any 
contract or pay anything other than for services ren- 
dered each time. Of interest, however, is fact that 
the plan calls for oil changes and chassis lubrications 
every 1,000 miles or every 30 days, whichever occurs 
first. Despite Chevrolet car owner manual recom- 
mendation of oil changes every 2,000 to 3,000 miles, 
Chevrolet service men in the zones hold to the 1,000 
miles or every 30 days recommendation. Some deal- 
ers, to help sell the plan and to keep customers com- 
ing in regularly, are making special offers of “free” 
lube jobs and car washes at specified intervals as 
long as the car is kept on the preventive maintenance 
schedule. 


LP-GAS LOCOMOTIVE TEST—The LP-gas segment 
of the petroleum industry wil] be keeping a close watch 
on a new experiment involving use of propane gas as 
fuel for a gas turbine railroad locomotive. The tests 
will be conducted by Union Pacific railroad on a freight 
engine that will be converted to burn LP-gas. Union 
Pacific now owns six turbine-type engines and has 19 
others on order. The locomotives ordinarily burn 
Bunker C fuel oil. 


TRUCK RULES—Don't place too much significance 
in the fact that Senator Tobey (R., N. H.), chair- 
man of the Senate Commerce Committee and Rep. 
Wolverton (R., N. J.), chairman of the House Com- 
merce Committee have introduced legislation which 
would limit the authority of the Interstate Commerce 
Commission to make truck rules. Both acted “on 
request’”—meaning they offered the bills because of 
their committee posts and not because they neces- 
sarily favored them. Tank truckers have joined 
other shippers in opposing the recently prescribed 
ICC rules—including a virtual ban on “trip leasing.” 
If congressional relief should be forthcoming, it won’t 
be early. 
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and Last 
First Name in Hose Reels 


HANNAY 


HANNAY has a hose reel for every purpose, 
for every business or industry employing hose. 
In the petroleum and chemical industries, in 
aviation, and among the nation’s leading 
manufacturers of fire fighting equipment, the 
name HANNAY is synonymous with “best”. 
Stationary and mobile types, hand or motor 
operated. Also special reels for special jobs 
such as cable reels for portable X-ray and 
lighting installations. 

When good hose reels are needed, standard 
or special purpose, put your problems up 
to Hannay. 


New EXPLOSION-PROOF Model 


Developed to overcome dangers previously 
associated with electrical rewinds. Sealed, 
Underwriters-approved motor protected 
against fog, foam, water and fumes. Safe, 
controlled rewind speed. Acclaimed by users, 
“the safest, most efficient Hose Reel ever built!” 


\NNAY 
HOSE REELS 


CLIFFORD B. HANNAY & SON, Inc. 
v 
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a Materials Controls Stay on the Scene, 


By Clyde La Motte 


Seems a shame 

that materials 

controls couldn’t die a quick, clean 

death in the manner of all oil price 

controls (éxcept No. 2 heating oil). 

The lingering demise of materials 

regulations is sure to cause some 
confusion, delay and uncertainty. 

There is no denying of course, that 
some important materials are still in 
short supply and if controls were 
lifted immediately it would mean 
someone would ‘get trampled in the 
rush. Also, there’s the clear prob- 
lem of keeping the military and 
Atomic Energy Commission programs 
moving. 

It is easy to say that priorities 
should be limited only to the direct 
military needs with civilian users left 
to work out their materials prob- 
lems the best way they can. The 
administration wants to do it that 
way. But it’s easier said than done. 
First, it’s difficult to draw a clear- 
cut distinction as to where the line 
should fall. 

PAD has taken this view: con- 
tinue material allotments to the di- 
rect military and atomic energy pro- 
grams—with a system of checks to 
insure that such authority is used 
as sparingly as possible—and let all 
other users compete on even terms 
in an open market. PAD would, of 
course, agree that should a special 
problem arise, it should be given aid 
if it concerned a military need. But 
that would be a case-by-case propo- 
sition. 

Right now, top government people 
are trying to decide which advance 
allotments will be honored and which 
will be cancelled. It probably will be 
two or three weeks before such a list 
is decided upon. 

Harris Bateman, the PAD mate- 
rials officer, is inclined to the view 
that the petroleum industry will not 
suffer unduly if its advance allot- 
ments are voided. 

He points out in instances where 
materials are in short supply now, 
some people have to do without. If 
you removed controls, some people 
would still have to do without until 
the supply situation improves, The 
difference, then, is that under the 
present system, PAD has to decide 
which companies get materials and 
which don’t. 
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Now that type of decision by a 
government agency is all right as 
long as there is a clear distinction 
between a preparedness need and 
simply a civilian need. But with the 
situation being what it is now, it’s 
mighty hard to see the difference in 
most cases. The result is that PAD 
has the uncomfortable duty of de- 
ciding which civilian users should get 
materials ahead of another civilian 
user. 

PAD frankly wants to get rid of 
such responsibility and would be hap- 
py to see all civilian material con- 
trols ended. However, in self pro- 
tection, PAD has said that should 
other agencies be given priority pow- 
er, PAD’s should continue, too, for 
otherwise the agencies with materials 
authority could take first grab of 
materials. 

PAD’s attitude certainly doesn’t 
minimize the defense-supporting role 
of the petroleum industry. Rather, 
PAD feels that the industry can get 
the job done from here on without 
the need of priorities if other civilian 
industries are on that same footing. 


+ * » 


Stephen Spingarn, the “crusading 
man,” has lost another round in his 
fight against anyone who disagrees 
with Stephen Spingarn. You may re- 
call that a while back the majority 
of the Federal Trade Commission, 
embarrassed over Spingarn’s scatter- 
gun blasts at the oil industry, the 
newpapers and magazines and vari- 
ous and sundry others, issued a public 
statement in which it pointed out 
that Mr. Spingarn was speaking for 
Mr. Spingarn. Not for the commis- 
sion. 

That cut Spingarn deeply. He 
called a press conference and for an 
hour and half pleaded his case before 
the reporters, pointing out that Com- 
missioner Lowell B. Mason for years 
had found fault with some FTC ac- 
tivities and the commission hadn't 
publicly “denounced” him. And here 
he, Spingarn, was “upholding and 
protecting” the commission and the 
commission “disavowed” him. 

Nothing much came of that so Mr. 
Spingarn sought to get the commission 
to pass a similar motion aimed at 
Mr. Mason. . The motion lost. Mr. 
Spingarn just isn’t having any luck 
at all. 











To Meet Your Needs... 


YOU'RE RIGHT WITH 
EVER-TITE 


U serviceability 
prevents leaks and spills; re 
duces loading and delivery 


time 


VA‘ U the world’s best 
quick coupling’’ makes your 


hose connections fast and sure 
Uie dependability 


means longer-lasting, trouble- 


EVER-TITES never 


fre e service 
fail or jam 
& durability stands 

up under the toughest wear 
UV quality is main- 
tained by rigid control of 
construction specifications and 


materials 


AVAILABLE IN SIZES FOR 
EVERY NEED AT LEADING 
DISTRIBUTORS EVERYWHERE 


EVER-TITE 
COUPLING ¢€O. 













12 





a 








here’s a franchise where you come first 


We stand ready and willing to prove our claim—to 
show you why a Cooper dealer doesn’t play second 
fiddle to his supplier. For example . . . 


There are no Cooper-owned stores to compete against. 
Neither are there any pet house accounts to take away 
the big volume business that should be yours. And 
Cooper gives you a protected market with plenty of 
room to expand and grow. There's no multiple dealer 
distribution to water your sales potential down. 


Cooper believes that a supplier should work for the 
best interest of his dealers—not against them. Cooper 
believes that all of the retail sales and profits in your 


Cooper 


TIRE & RUBBER COMPANY 
Factories at Findlay, Ohio 
TIRES + TUBES » BATTERIES +» ACCESSORIES + REPAIR MATERIALS 


Soom Fiddle 


A Cooper Dealer 





doesn’t play 








market should be yours—should not be shared with 
your supplier. That's why dealers go ahead when they 
go Cooper. That's why it will pay you to write us today. 


(CCOREE 
}_ ARMORED -CORD | 
TIRES 
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HORNLUME STATIONS 
COOLER 
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Practically all service stations today 
are flat roof construction such as the types shown. 
In some parts of the country these roofs are 
exposed to temperatures as high as 120° F. 
Cooling by air-conditioning is impractical and 
prohibitive. But the use of Hornlume is a simple 
economical way to reflect 70% or more of the 
ultra violet rays from the roof surface and keep 
station interiors cooler and more 

inviting to car drivers to make purchases. 


Horniume is specially formulated aluminum paint applied by brush 
or spray to the roof surface. The vehicle penetrates; 

the aluminum pigment forms a mirror-like surface on top due to its leafing 
properties and brightness . . . Hornlume provides a protective 


heat-reflecting surface on new or old flat top roofs of composition, ae. : : et he hag 
corrugated metal, tin, gravel or concrete. 2 
Send for Hornlume data. Cool stations increase hot weather sales. ie 





- A. C. HORN COMPANY, INC., ari, 
Long Island City 1, N. Y. 
! Please send me [] complete data on 
; HORNLUME 
est. 1897 1 GD CO free copy of your — 

, 106-page Construction 

, Data Handbook 

Ee Bae 3 tat ee tases etsy 
A. C0., Inc. 1 on 

ef SM i ere HEE 
Manufacturers of materials for building maintenance and construction 4 
LONG ISLAND CITY 1, N.Y. » Los Angeles -San Francisco~Houston 1 A?0RESS Ss ae 
Chicago- Toronto SUBSIDIARY OF SUN CHEMICAL CORPORATION = cy oe 
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@ MADE OF WOOD, the proven separator material, 
but its specially processed, interwoven fibre form 
gives many benefits not obtained with conven- 
tional separators. 


@ TESTED IN 20,000 VEHICLES, under actual oper- 
ating conditions for periods of up to 3 years with 
amazing results. 


@ OUTSTANDING PERFORMANCE, equalling or sur- 
passing conventional separators as proven by 
laboratory tests and by actual use. 
@ NO SPLITS, NO CRACKS—Every EVANITE sepa- 
rator is completely uniform—an improvement 
over nature. No candling required. 


@NO TREATING, OR WET HANDLING—Treated at 
the factory and shipped dry. Much easier to han- 
die than wet separators. 


EVANS 


ANNOUNCES 







VANITE 


Interwoven wood-fibre battery separators 
with tremendous advantages 
for the battery manufacturing industry 


© CUTS SHIPPING COSTS — Much lighter than ordi- 
nary separators. 

@ LOW IN COST—EVANITE separators are not 
expensive—they cost no more than ordinary 
treated wood separators. ’ 

@ NOT DEPENDENT ON CRITICAL MATERIALS — Since 
EVANITE separators are made of wood. the 
supply is assured. 

@ BACKED BY MANY YEARS’ EXPERIENCE—Produced 
by Evans, world’s largest manufacturers of bat- 
tery separators, whose years of experience in 
manufacturing separators is your assurance of 
the finest quality. 

Samples and additional information on this revo- 
lutionary new Evans development may be had 
by writing to Dept. AC-3, Evans Products Com- 
pany—Plymouth, Michigan; Coos Bay, Oregon; 
Winchester, Oregon; Vancouver, B. C. 








Ask your battery manufacturer for complete product and 
case history information on the advantages of EVANITE 






WORLD'S LARGEST MANUFACTURER 


OF BATTERY SEPARATORS 
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Wilson Sees 1,000,000 b/d Increase 
In Refining Capacity by End of 1953 


The prediction was made by Board 
Chairman Robert E. Wilson of In- 
diana Standard at the National Pe- 
troleum Council meeting Feb. 26. 
that the oil industry will have in- 
creased new refining capacity by the 
end of 1953 by 1,000,000 b/d over the 
Jan. 1, 1951, figure of 6,860,000 b/d. 

This, Dr. Wilson said, “should cer- 
tainly indicate that no governmental 
compulsion or subsidization should 
be necessary in the future to main- 
tain a comfortable margin of spare 
capacity.” 

Dr. Wilson emphasized that the 
predicted increase would be “much 
more” than development of new re- 
fining capacity above “operating lev- 
els” on Jan. 1, 1951. He added a 
warning that “essential conditions 
for a continuation of this expansion 
are better prices and lower tax 
rates.” 

Offshore Drilling—-Resumption of 
drilling operations in submerged lands 
should result in availability within 
the next five years of about 200,000 
b/d of petroleum liquids and from 600 
to 800 million cu. ft. daily of natural 
gas, NPC was told by its Committee 
on Submerged Lands Productive Ca- 
pacity. 

The committee emphasized in an 
interim report, however, that it pro- 
ceeded on assumptions that sufficient 
steel and manpower will be available, 
incentive to develop new resources 
will continue, there will be no arti- 
ficial price controls or large increases 
in taxes, no “arbitrary” restrictions 
will be placed on oi] markets and de- 
velopment of the continental shelf 
will be permitted. 

No Avgas Drop Seen—Col, Douglas 
Brown of the Armed- Services Pe- 
troleum Purchasing Agency assured 
NPC that there will be no leveling 
off in military demands for high oc- 
tane aviation gasoline unti] 1957-58. 
Although the military is turning to 
jet planes to a large extent, it still is 
ordering large numbers of propellor 
aircraft, he said. ASPPA has a 
shortage of 2,815,000 bbls. of 115/145 
avgas for the fiscal year ending June 
30, 1953, Brown reported. 


Kerosine Sets Record -—— Refinery 
production of kerosine in the U. S. 
rose to a new all-time high in the 
week ended Feb. 21, as refinery runs 
and output of all major products 
gained over the previous week, ac- 
cording to API statistics (see sum- 
mary table on this page). 

Kerosine output topped the previ- 
ous peak of 3,054,000 bbls. set in 
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the week ended Dec. 27, 1952, by 11,- 
000 bbls. Gasoline production came 
within 65,000 bbls. of the record 24,- 
306,000 bbls. attained in the week 
ended Jan. 3. 

Withdrawals of kerosine and dis- 
tillate fuel oil from storage totaled 
4,006,000 bbls., compared with 3,667,- 
000 bbis. in the week ended Feb. 14. 
Distillate stocks totaled 71,430,000 
bbls. against 59,573,000 bbls. in the 
week ended Feb. 23, 1952. 


Crude oil and condensate produc- 
tion averaged 6,542,950 b/d in the 
week ended Feb. 21, down 1,550 b/d 
from the previous week. 


Texas May Cut Again—Chairman 
Ernest O. Thompson of the Texas 
Railroad Commission believes the 
118,405 b/d reduction ordered in the 
state’s crude oil allowable for March 
will not be enough to prevent sur- 
pluses before summer. 

“We had better face facts,” Mr. 
Thompson said in a statement. “We 
are importing and producing more oil 
than we consume.” 

Mr. Thompson declared that ad- 
vance forecasts indicate that the na- 
tion will need 280,000 b/d less crude 
oil for the second quarter than the 
first quarter of 1953. 

“It looks like we will need to cut 
another 100,000 b/d or more later,” 
the commissioner said. 

Imports Cuts Urged - 


reductions in oil imports were urged 
last week by Bryan W. Payne, presi- 
dent of the Texas Independent Pro- 
ducers & Royalty Owners Assn., and 
Chariton H. Lyons, president of the 
Independent Petroleum Assn. of 
America. Mr. Fayne called for a 
cut of 250,000 b/d, while Mr. Lyons 
said oil importing companies should 
immediately revise their plans for 
1953 leading to a reduction of at 
least 300,000 b/d. 


Mr. Payne asserted that failure of 
importing companies to take action 
voluntarily will “necessitate appeal 
for help outside the industry.” He 
added: 


“We must take positive and defi- 
nite steps to halt the excessive flow 
of surplus foreign oil, whether we do 
so before the Railroad Commission, 
the Texas Legislature, the United 
States Congress, or the bar of public 
opinion.” 


Mr. Lyons asserted that figures 
submitted in mid-February to the 
Texas Railroad Commission “indicate 
conclusively that imports have passed 
the danger point.” He noted that 
import estimates submitted by prin- 
cipal importing companies, plus esti- 
mates for all other companies, “indi- 
cate that foreign oil will come into 
the country at the approximate rate 
of 1,100,000 b/d in 1953,” pointing out 
that “this would be an increase of 
16% over 1952.” 


Oil Imports Increase -—- Total im- 
ports of crude oil and products into 
the United States rose 24,300 b/d in 


Immediate the week ended Feb. 21, as compared 


Summary of API Report on Refining Operations 
(U. 8. Totals — B. of M. Basis) 


Week Week Increase 
Ended Ended or 
Feb, 21 Feb, 14 Decrease 
Production (figures in bbls.) 
Crude runs—daily avg. 7,079,000 7,017,000 + 62,000 
Foreign crude included 652,000 547,000 + 105,000 
Percent operated 95.5 94.7 + 0.8 
Gasoline : 24,241,000 23,552,000 + 689,000 
Kerosine 3,065,000 2,708,000 + 357,000 
Distillate fuel oil 10,871,000 10,582,000 +- 289,000 
Residual] fuel oil 9,013,000 8,773,000 + 240,000 
Stocks a 
Finished & unfinished gasoline 155,857,000 154,469,000 + 1,388,000 
Kerosine 21,357,000 21,81 458,000 
Distillate fuel oil 71,430,000 74,978,000 3,548,000 
Residua! fuel oil 44,364,000 45,954,000 1,590,000 
Summary of B. of M. Report on Crude Oil Stocks 
Week Change Change 
Ended from from 
Feb. 21 Feb. 14 Jan. 24 
(figures in bbls.) 
Total crude oil stocks in VU, S. 272,381,000 + 495,000 +-5,758,000 
Total located in PAW District 1 17,343,000 + 84,000 527,000 
Total located in PAW District 2 85,084,000 1,840,000 + 422,000 
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It’s good business 

to do business 

with Thermoid ! 

May we tell you why ? 


Thermoid 


Thermoid Company 
Special Sales Division 
Trenton, New Jersey 
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to the previous week, according to an 
API report. 


Week Week 4-Weeks 
Ended Ended Ended 
Feb. 21 Feb. 14 Feb. 21 
(bbis. per day) 
Crude oil ; 658,600 616,700 561,400 
Residual fuel oil 413,000 422,400* 450,800 
Distillate fuel oil Fees 14,700* 1,600 
Asphalt ere 9,600 2,600 7,000 
Others . da 500 2,600 


Totals 1,081,200 1,056,900 1,023,400 


(*) Revised due to reclassification. 


Products Exports Drop — United 
States exports of major oil products 
dropped 39.2% to an average of 181,- 
600 b/d during the four weeks ended 
Jan. 30, from the four-week period 
ended Jan. 2. The summary of 
PAD’s weekly report follows: 


Week Week 4Weeks 4Weeks 

Ended Ended Ended Ended 

dan. 30 Jan. 23 Jan. 30 Jan. 2 
(thousands of b/d) 


Avgas ...... 12.4 19.5 26.1 - 8.0 

Mogas ...... 36.3 43.2 35.5 —27.0 

Keroine .... 12.3 13.1 9.8 — 2.8 

Distillate ... 48.8 109.7 64.5 — 9.1 

Residual .... 19.8 79.8* 45.7 + 7.7 
Total ..... 129.6 265.3* 181.6 39.2 
(*) Revised. 


Louisiana Allowable Up — Louis- 
iana crude oil allowable has been set 
for March by the State Conservation 
Commission at 709,844 b/d. North 
Louisiana wiil be permitted to pro- 
duce 118,823 b/d and South Louis- 
iana was allowed 591,021 b/d. The 
total is up 11,027 b/d from Febru- 
ary, 1953, and up 56,172 b/d from 
March, 1952. 

Texas Imports Probe—A resolution 
has been adopted by both houses of 
the Texas legislature urging congres- 
sional committees to look into West 
Coast oil companies’ reliance on for- 
eign rather than Texas crude oil. 

The action followed testimony at 
the recent Texas Railroad Commis- 
sion hearing that domestic crude 
supplies on the West Coast are in- 
adequate and are being supplement- 
ed by foreign crude. 

World Demand Rising — Eugene 
Holman, Jersey Standard president, 
looks for a 5% to 6% increase in 
worldwide consumption of petroleum 
products this year and expects prices 
to be reasonably stabilized. 

Canadian Supply—Canada has suf- 
ficient petroleum reserves to last that 
country up to 2,000 years at present 
rates of consumption, Trevor F. 
Moore, an Imperial Oil director, said 
recently. 

Correction—Standard Oil of Cali- 
fornia expects to import 67,000 b/d 
of crude oil on the East Coast in 
1953, compared with 56,000 b/d in 
1952, and estimates its 1953 crude im- 
ports on the West Coast at 40,000 
b/d against 24,000 b/d in 1952. Error 
was made (see NPN Feb. 18, p. 22) 
in stating that the company expects 
to import 67,000 b/d of crude and 
40,000 b/d of products in 1953. 
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Consumer Buying Trends 
Reported In New Booklet 


THE service STATION 


AND THE MOTORIST 





The first report based on the 
Du Pont survey of service station 
customer buying habits is now off 
the press. 

It is an authoritative study show- 
ing why motorists select certain 
service stations . . . and remain loyal 
to certain stations. As such, this re- 
port will be of considerable value to 
gasoline marketers in planning 
sales and promotion programs. 

Copies are now being distributed 
to oil company marketing groups 
through the Du Pont Petroleum 
Chemicals Division district offices. 
Report No. 2 on brand name recog- 
nition and loyalty will be ready for 
distribution late in April. 











To Guard 
Against the Effects of 
Copper Contamination — 
an “Insurance Policy” 


Even when gasoline leaves the refinery 
entirely free of copper, it often ends u 
at the service station or in a customer's 
car with traces of copper present. 

The trouble can generally be traced 
to the distribution system. All of these 
systems contain valves, pumps and 
various fittings which may be potential 
sources of copper contamination. 

Today, consumer interest in gasoline 
quality is greater than it has in 
many years. Your at-the-pump quality, 
therefore, can an important com- 
petitive factor. 


COSTS LESS THAN 
$2 PER 1,000 BARRELS 
Refiners can be sure their gasolines are 
free from the harmful effects of cop- 
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New Fuel Oil Additive 
Offers Many Advantages 


Both dispersing and stabilizing properties 
combined in new additive developed by DU PONT 


Many customer complaints on plugged filters, screens and fuel lines may 
now be eliminated through the use of a new additive. 

Known as Fuel Oil Additive No. 2, it was developed by DU PONT as a 
dispersant and stabilizer for distillate fuel oils. 





MANY CUSTOMER COMPLAINTS, caused by such conditions as this clogged oil 
burner filter screen, can be eliminated with Du Pont Fuel Oil Additive No. 2. 


Distillate fuel oils tend to deteriorate 
during long-term storage. As a result, 
both soluble and insoluble residues are 
formed. The soluble residues are not 
particularly harmful. The insoluble 
ones, however, cause plugging of lines, 
screens and filters in the fuel systems of 








per contamination with Du Pont Metal 
Deactivator. The cost is less than $2 
per 1,000 barrels. 

Du Pont Metal Deactivator is spe- 
cially formulated to offset the effects 
of copper in gasoline. When copper is 
present —from any source —the desired 
stability can generally be obtained 
more economically with the aid of 
small amounts of Metal Deactivator 
rather than with antioxidants alone. 
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domestic oil burners and diesel engines. 

The usual oxidation inhibitors used 
in gasoline, greases and lube oils have 
very little stabilizing effect on fuel oils. 
Although there are several methods of 
stabilizing distillate oils — such as clay 
filtration and caustic extraction—many 
of these oils have proved very difficult 
or expensive to stabilize. 


ELIMINATES MANY COMPLAINTS 


The new Du Pont Fuel Oil Additive 
No. 2 not only retards the formation of 
insoluble residues; but also reduces the 
particle size of those insoluble residues 
that are formed. In this way it practi- 
cally eliminates the possibility of com- 
plaints due to clogging. 

This makes it an A for a refiner 
to blend catalytic cracked stocks with 
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New Additive 


CONTINUED 


his straight-run product without sacri- 
ficing stability in the blend. 


SEASONAL FLEXIBILITY 


Marketing a blend of straight-run and 
catalytic cracked fuel oil has several 
advantages to the refiner such as: 

1. Greater flexibility to meet peak 

seasonal demands. 

2. Increased yield of domestic heat- 

ing oils. 

3. > Hon of straight-run stocks for 
sale as a premium diesel fuel or 
for use as charging stock. 

Being ashless, Fuel Oil Additive No. 
is particularly suitable for use in 
blended fuels for diesel engines. 


HIGHLY EFFECTIVE 


In all the types of fuels so far tested at 
the Du Pont Petroleum Laboratory, 
Fuel Oil Additive No. 2 gives desired 
results at a low cost because of its ex- 
tremely high effectiveness. 
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THIS PHOTO of four filter screens shows clearly 
the improvement in two oils to which Du Pont 
Fuel Oil Additive No. 2 has been added. 


This new additive does not affect the 
color of the product in any way. It can 
be easily added—either directly from 
the drum or in a special kerosine solu- 
tion to decrease viscosity. 


SAMPLES AVAILABLE 


Refiners who are interested in testin 
Du Pont Fuel Oil Additive No. 
should get in touch with their local 
Du Pont Petroleum Chemicals Division 
representative for samples and full 
details. 


Twenty years in petroleum research 


Dr. Austin B. Wiper, laboratory 
manager in the Du Pont Petroleum 
Chemicals Division central district, has 
been engaged in petroleum research 
work for more than 20 years. 

He joined Du Pont in 1947, after 14 
years as a research chemist with the 
Pure Oil Company. Before this he was 
engaged in fuel research work for the 
General Motors Research Corporation 
in Detroit. 

Dr. Wilder studied at Berea College. 
He received his B.S. and M.S. degrees 
in chemistry at Ohio State University 
and later received his Ph.D. degree in 
organic chemistry at the University of 
Chicago. 





Heads Central District Laboratory 





DR. AUSTIN B. WILDER 








Fellowships to Advance 
Teaching of Chemistry 
Awarded by Du Pont 


A new program to assist American col- 
leges and universities in the teaching of 
chemistry will be begun by the Du 
Pont Company next fall It provides for 
new fellowships or grants to 32 insti- 
tutions during the next academic year. 

The program includes two separate 
— Under one plan, grants have 

nm made to 19 private colleges to 
help them maintain their outstanding 
performance in training students ma- 
joring in chemistry. The other provides 
postgraduate fellowships at 13 univer- 
sities to improve the teaching of chem- 
istry to undergraduates. 

The need for such assistance was re- 
vealed in a comprehensive survey done 
by the company. Commenting on the 
new program, Crawford H. Greene- 
walt, president of the company, said, 
“The maintenance and encouragement 
of high-quality teaching is vital to the 
future supply of scientists and conse- 
quently research.” 

Decisions on detailed use of the 
funds are being left up to the institu- 
tions selected. 
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MOVIES AVAILABLE 


Prints of the following Du Pont films 

are available to oil companies for train- 

ing and public relations purposes. They 
may borrowed or purchased. Ad- 
dress request to nearest Petroleum 

Chemicals Division district office. 

Pipeline on Wheels—A 26-minute, full- 
color movie on tank truck safety. 
Suitable for both training and public 
relations purposes. 

What Makes a Gasoline Good—An 18- 
minute cartoon movie in color. Pre- 
sents the story of how high quality 
gasoline is made in easy-to-under- 
stand form. Ideal for dealer training 
meetings. 

In addition to the above, Du Pont 
makes available a special library of 
films of particular interest to the pe- 
troleum industry. 
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Better Things for Better Living 
. «+ through Chemistry 
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Wilmington, Del. 
District Chicago, III. 
. Tulsa, Oklo. 
Laboratories: ) wouston, Texos 
El Monte, Calif. 


IN CANADA: Canadian industries Limited — Toronto, Ontario — Montreal, Quebec — Calgary, Alberta 
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“T could see the corpsman 
kneeling over me. The 
blood plasma was running 
down through a tube into 
my arm and he said 
everything was going to be 
O.K. I was walking across 
an enemy mine field in Seoul 
when one exploded and a 
piece of shrapnel caught me 
in the leg. 


“ Got enough of that stuff?’ 
I asked him, pointing to 

the blood. ‘I guess we never 
have enough,’ he said, ‘but 
you can thank somebody 

for this pint.’ 


“How do you thank 
‘somebody’ for blood? For 
saving your life? When I got 
back home, I discovered the 
answer at my local blood 
donor center. There’s only 
one way to say thanks— 

by giving some of your 

own blood.” 


"fw do yor 


American life! 


cometody fer Blood ? 
thank someboay , 
Yes, all kinds of people give blood— 
for all kinds of reasons. But whatever 


your reason for giving blood, this you 
can be sure of: Whether your blood 


goes to a combat area, a local hospital, 
or for Civil Defense needs—this price- 
less, painless gift will some day save an 








Business Executives! 
Check These Questions! 


If you can answer “tyes” to most 
of them, you—and your com- 

any—are doing a needed job 
for the National Blood Program. 


LJ 


Have you given your em- 
loyees time off to make 
lood donations? 


Do you have a Blood Do- 


nor Honor Roll in your 


company ? 


a 


[| 
LI 
[ 


Have you set up a list of 
volunteers so that effi- 
cient plans can be made 
for scheduling donors? 


Have you arranged to have 
a Bloodmobile make regu- 
lar visits? 


Has your management en- 
dorsed the local Blood 
Donor Program? 


Have you informed em- 
ployees of your company’s 
plan of co-operation? 


Was this information 
given through Plant Bul- 
e 


tin or House Magazirie? 


Remember, a¢ long as a single 
pint of blood may mean the dif- 
ference between life and death 
for any American . . . the need 
for blood is urgent! 


Has your company given 
any recognition to donors? 


Have you conducted a 
Donor Pledge Campaign 
in your company? 





© 


MARCH 4, 1953 


Give Blood Now—Call Your Red Cross Today! 


National Blood Program - 
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Purolator’s Bonanza Package! Fastest- - 
moving, easiest-to-sell refills. 

Assortment gives a big profit on a 


small investment! 








Purolator's sensational Silver “Service- 
for-Six.” A 26-piece set of nationally 
known, nationally advertised silver- 
ware. Costs dealer only $1.71 when 
bought with stock of refills. Case extra. 





PUROLATOR PRODUCTS, INC. 
Rahway, New Jersey, and 
Toronto, Ontaria, Canada 
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& Distributors report Purolator sales 
everyone. ... far, far ahead of last year’s. 


| 
a ‘ P> » 
St 4 oy 
Backed by the biggest, best magazine And to top it off! Most powerful group 
advertising to make sure dealers cash in. . of window streamers ever provided by 


Saturday Evening Post, April 4th! Life, April any automotive accessory manufacturer. 
6th! Look, April 2Ist! Collier's, March 28th! © Ai in beitliont DAY-GLO! 
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New FRAM Coast-to-Coast 
TV Show Boosts 


Your Gas & Oil Sales 





Backed up with— 


esate 
Tag, Powerful National Advertising 


Seles in tha tiatenlilly thirening Pectond Famous Television Personality, 
eee 2 long list of publications read by is Star of the new FRAM Show, 


...who b ost oil and te ” 
ET si carcce” VACATIONLAND AMERICA 








HERE'S BIG NEWS for oil marketing men! Fram’s 
new network television show, the first to be sponsored by 
Giant Highway Billboards any filter manufacturer, is designed to promote travel and 
on leading U.S. highways coast- boost gasoline, oil lubrication and TBA sales for you! 

to-coast, telling millions of motor- 


iohs the Penn atery! John Cameron Swayze and his family take their viewers 


on weekly motoring trips to many different vacation 
spots throughout North America. Commercials urge the 


8 out of 10 vacationists who travel by car to check their 
Regional Newspaper Advertising oil and filter cartridges regularly throughout the year. And 
—to pinpoint oil and cartridge Swayze sends motorists to Fram dealers everywhere for 
sales in areas not covered by the his handy booklets on vacation trips. 


F 
—_s It’s just another example of the intensive national ad- 
vertising that has made Fram the best known of all filters! 





Make sure your stations are fully stocked with Fram Fil- 
Red-hot Dealer Aids ters to take advantage of the big oil and cartridge sales 
—Window streamers and decals that are coming your way! Get the details of our attrac- 


promoting the TV Show. Eye- 
catching lapel buttons. Big sup- 
ply of Vacationland Booklets to 
give to customers. Plus many 
other sales aids. 


tive TBA proposition now! Write, wire or phone Fram 
CORPORATION, Providence 16, R. I. In Canada: J. C. 
Adams Co., Ltd., Toronto, Ontario. 






New Dealer Publication 

—Every Fram Franchised Dealer 
gets free subscription to HOODS 
UP, the amusing and instructive 
booklet built around the antics of 
Earl Philter and the gang that 
hangs around his service station. 


OIL * AIR + FUEL * WATER 
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Enough ads to lay a path 
across the country aes 


hee 








not 


210,000,000 advertisements in 1953 . 


telling motorists right across the country to 


ASK tor a brand of 
100% Pure 
ay | — | | ver 
Motor Oil POST the power you bought! 


TAKE THE HILLS IN HIGH! 














Squeeze out every ounce of 


T ] M E power your car can produce... 


p ae and get more trouble-free miles 
Consistent advertising over the years has made binwesodiengn sen. Seu? bust 


“100% Pure Pennsylvania motor oil” mean switch toa brand of 100% Pure 
more mileage, quicker starts and fewer repair HOLIDAY Pennsylvania Motor Oil, made 
bills for wise motorists. Take full advantage 
of Pennsylvania Grade Crude Oil Association 


advertising in 1953... be sure to carry a a ressive | 
brand of 100% Pure Pennsylvania motor oil. ees ASK tor a brand of 
100% Pure 
wed SUCCESSFUL 


Gimme. «= PENNSYLVANIA GRADE FARMING PENNSYLVANIA 


CRUDE OIL ASSOCIATION . 
Oil City, Pennsylvania @ Motor Oil es 


CRUDE Oll ASSOCIATION 
Oil City, Pennsylvenio 








from Nature's finest crude oil. 

















S OIL &% 
foe 























MARCH 4, 1953 








e The ONLY Spark Plug with 


e PATENTED 


Ya 


oY 
- 


INSULATOR 





AC’s patented CORALOX offers these 
advantages over all previous types of 
insulator materials: 







@ GREATER GASOLINE ECONOMY 
@ SMOOTHER PERFORMANCE 
@ LONGER SPARK PLUG LIFE 


These outstanding CORALOX 

advantages, coupled with AC’s 

enormous original equipment vol- 

ume, give AC dealers a constantly 
_ growing replacement market. 
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Original factory equipment 
on nearly as many new cars 
as all other makes combined 
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more new car engines 
than any other brand 


ALUVAC keeps oil clean ... 
removes particles as small as 
1/100,000 of an inch 


ALUVAC has greater filtering 
area ... it’s ten times greater 
than ordinary elements 


ALUVAC has no harmful 
chemicals . . . won’t remove de- 
tergents from heavy-duty oils 


WITH 
ALUVAC is durable .. . resists 
the action of harmful acids, /4| [lf [U/] VY, YA\ (67 


gasoline or water ELEMENTS 





Standard or optional factory 
equipment on Buick, Cadillac, 
Chevrolet, Oldsmobile and GMC 
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Drain Out 
in Spring. 


TO PREVENT THIS 
IN SUMMER 








You gain customers’ good will and earn excellent profits NOR’ WAY 
by featuring ““Nor’way” GET SET FOR SUMMER wou 
Service. After winter driving conditions, cars need care to 

prevent summer over-heating troubles. Add extra Spring Get Six 


Ww 
profits, start featuring this service now: ‘ 
1. Drain out anti-freeze. For the Price of Five! 


2. Clean the system, if necessary, with 


e258 





Nor’way® Cleaner. Your jobber will supply you with a case of 
3. Inspect for leaks and faulty parts. Anti-Rust as a Bonus, with ag Ae ps 
4. Add a can of Nor’way® Anti-Rust and order of “Nor’way” Products. any 
Water Pump Lubricant. assortment, for example; order one case each 
= Cleaner, Quick Flash, Step Leek, Car 
j ; Anti-Rust. You receive at no extra 
Leading experts, such as the National 
Bureau of Standards, U. S. Depart- charge . . . one case Nor’way Anti-Rust. 
ment of Commerce, agree that the cooling ; Your Selling Price for 6 Cases. .$84.00 
system should be drained in the Spring. 
NBS Circular 506 says, “‘Under no cir- You Pay for Only 5 Cases... . .$43.20 
cumstances should anti-freeze solution Your Total Profit Wa ccccbeves -$40.80 
Ponsnins tn he eneting epee onan Se Order Now... Offer Good for Limited Time Only 


summer...” 








ASK FOR NEW Get Set for Summer 
. Ld PROMOTION KITTOO...IT’S LOADED 
Just k ling system i : WITH MONEY-MAKING IDEAS! 


clean and rust-free all summer. 


CLEANER - QUICK FLUSH - STOP LEAK - ANTI-RUST CAR WASH - WINDSHIELD WASHER FLUID - PENETRATING OIL - DRY-EX 
GD cOMMERCIAL SOLVENTS CORPORATION, NEW YORK 16, Ne Y, 
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No need for a Spiel! Get ‘em behind the wheel! 


LET THE ARMSTRONG 
“HUSH RIDE” PROVE IT 


ma-Pmn—-r 





Hugs the road for dear life! Exclusive 
Armstrong Interlocking Tread 
grips in a// directions—holds 
“straight along the lifeline.” 





Side-skids like this—major causes of 
accidents. Armstrong’s 2,600 extra 
gtipping edges hold = safe 


ids. 


against dangerous side-s 







SELL "EM WITH SILENCE! 
DEMONSTRATE ARMSTRONG’S 
DRAMATIC “HUSH RIDE”! 
















@ Take them on Armstrong’s dramatic, revealing “Hush Ride” 
—the convincing way to demonstrate the 4 great new 
Armstrong features found in no other tire. (1) World’s first 
Interlocking safety tread. 2,600 extra gripping edges hold 
forward, backward and sideways. (2) World’s first Uni-Cushion 
Contour. More rubber on the road eliminates uneven wear, bumpy 
rides. (3) World’s first Intra-Tread Bumpers muffle squeal. 

(4) World’s first Silent Traction Design cancels out noise, hum. 


against all road haz- 
ards with no limit on 
mileage. Unservice- 
able tire will be re- 
placed by compar- 
able new tire with 
full credit for period 
of guarantee not 
realized. 


Armstrong Rubber Co., West Haven 16, Conn.; Norwalk, Conn.; Natchez, Miss.; Des Moines, lowa; 601 Second St. San Francisco, Calif. Export: 20 East 50th St, N.Y. 22. 
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No wonder more and more dealers 

». are switching to Sinclair. Now’s the 
, time to build your business under 
the Sinclair Sign. Watch for Sinclair’s 
«big announcement next month. 
Two new Sinclair “FIRSTS.” Get 
full details. Phone or write your 


SP DE Fi nearest Sinclair Representative. 
te y 


£ 


//SINCLAIR REFINING COMPANY 


600 Fifth Avenue 
New York 20, N.Y. 
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| PERFORMANCE 
| BUILDS 

| ACCEPTANCE 

| ...MORE WAYNE 


PUMPS USED THAN 
ANY OTHER MAKE 


- Li 











PUMPS « AIR COMPRESSORS « HOISTS + HOSE REELS « OIL & GREASE DISPENSERS 














TO THE | 


cance s000898 
one , 


STRANAHAN, Panerne™ sae ore 


aA 
£0. STRANANAN. Tasso - 


CHAMPION SpaARK PLUG CGoMPANY 


—— ——— 
revtTnay cuss atic ARETE OAMIEORAIS = = wind SOR, CANADA =— 


TOLEDO 1, Onro. S.A. 
March 1st, 1953 


Dear Champion Dealert 

I've just been reviewing some facts and figures on the farm market and, 
believe me, today's farmers are real spark plug buyers. Six and 4 helf million 
cars and trucks and over 33 million tractors on farms make this market well 
worth some very special attention and some specially prepared advertising. 

Farmers ere interested in what is happening on other farms -- new ideas 
and techniques, such things 4&5 trench silos, Top drying methods and the latest 
research on artificial preeding- When it comes to spark plugs they're inter~- 
ested in actual experiences, not claims. 

What is Champion doing to advertise to this market? We're going right out 
on the farms, taking real-life farm photographs and getting #on-the-spot” 
recorded interviews with f 
experience with Champion Spark Plugs- These stories and pictures ere com= 
bined into advertisements that reach farm owners through leading farm publi- 
cations. If you're not familier with these ads, get one of the farm papers 
and see how Champion paves the way for your “spark plug sales in this trenendous 


market. 
Yours truly, 


P.S.: In the first big International Race of 1953 -—— the Argentine Grand 


Prix -- Champions finished 1-2-3. Alberto Ascari, 1952 *VYorld's 


Champion Driver", driving & Ferrari, was the winner. 


S @ | 
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APPEARING IN— 


Hoard’s Dairyman 
Capper’s Farmer 


Country Gentleman 


Farm and Ranch — Southern Agriculturist 


Farm Journal 


Progressive Farmer 
Successful Farming 


American Fruit Grower 





@ TYPE 381 EMER- 
GENCY VALVE — 
Flanged valve de- 
signed for over- 
heod control. 
Fianged outer 
elbow, tie or 
manifold attach- 
able when connect- 
ing to compartment 
outlet. Meets with 
Natl. Truck and 
Trailer Tank 
Standards. 


@ TYPE 380 EMER- 
GENCY VALVE — 
Flanged valve for 
use on truck tonks 
with undernecth 
control operation. 
Even vaive seating 
prevents leakage. 
Complies with 
Natl. Truck and 
Trailer Tank 
Standards. 


@ TYPE 504 EMER- 
GENCY VALVE — 
Elbow type with 
external operating 
means for under- 
neath operation. 
Female threaded 
inlet permits con- 
nection to o female 
threaded tank pad. 


@ TYPE 450 EMERGENCY VALVE — Built for fost 
servicing. Locking cap allows quick removal of 
internal parts without entering tonk. Hos self-sealing 
stuffing box mut and self-cligning plunger assembly. 
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TYPE 514 
ILLUSTRATED 


@ EMERGENCY VALVE OPERATORS — Pro- 
vide selective remote control of a series of 
emergency valves. Mechanical closing of 
valves is provided os each operation has 
hend release, front end release, lever and 
automatic fusible release in case of fire. 


TROVEN FOR QUALITY SESCE 1892 


@ TYPE SOS RS EMERGENCY VALVE — 
Designed for use on aircraft refuveler tanks. 
Raised seat provides spoce at tank bottom 
for woter collection which can be removed 
through a drain vaive. 
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Percentage Margins Debate Grows 
As Benton Outlines Disadvantages 


BY LEONARD CASTLE 
NPN Midwest Editor 


MILWAUKEE—Dwight F. Ben- 
ton, vice president of marketing for 
Standard Oil Co. (Indiana), raised 
the question last week of whether 
too much emphasis is being placed 
on the percentage margin theory “as 
being the one sure cure for success- 
ful jobber operations.” 

Mr. Benton discussed the percent- 
age margin problem at the 27th an- 
nual convention of the Wisconsin Pe- 
troleum Assn. Feb. 25-26. 

The association took no stand on 
the question of percentage margins 
but its board of directors decided, 
instead, to appoint a special com- 
mittee to make a thorough study of 
the subject. 

Other speakers included L. T. 
White of Cities Service Petroleum, 
Inc., New York, and Robert Gray, 
editor of Fueloil and Oil Heat. 

In a frank discussion of jobber 
marketing problems, Mr. Benton list- 
ed the following factors to consider 
in a study of the percentage margin 
plan: 

1. Ail jobbers are not in complete 
agreement that the percentage mar- 
gin is desirable. Some are, as a 
matter of fact, very definitely op- 
posed to the idea. 

2. The problem of geographic loca- 
tion is significant. The same per- 
centage that would allow a Wisconsin 
jobber a fair margin would be dis- 
astrous for a jobber located in Kan- 
sas. 
3. Jobber associations should take 
a highly objective view of percent- 
age margin proposals. Margins 
might increase conceivably to the 
point where other methods of distri- 
bution are made more attractive. 
When the economic justification for 
jobber distribution no longer exists, 
we have arrived at the point where 
the jobber is in serious trouble. 

4. Intelligent thought should be 
given to what the jobber attitude 
would be if, after having been suc- 
cessful in negotiating a percentage 
margin, the jobber is faced with a 
similar request from dealer organi- 
zations. Comparison between the 
oil and automobile industries fails to 
take into consideration the fact that, 
while Cadillac establishes the retail 
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price of their automobiles and deal- 
ers and jobbers alike operate on a 
percentage margin off that price, 
“we do not establish the retail price 
of gasoline.” 


5. If the percentage margin is 
predicated on the basis of the dealer 
tank wagon price, how will jobber 
margin of suppiiers that do not post 
a dealer tank wagon price be fig- 
ured? Will this be based on a price 
posted by a reference marketer? 
Such a practice poses many prob- 
lems and wararnts very serious con- 
sideration. 


Unit Margin—Mr. Benton noted 
that the statement frequently has 
been made that the unit margin has 
remained virtually unchanged over 
the years. Actually, he said, this is 
not the case. 


“During the war the prevailing 
margin on house brand gasoline was 
2c and since that time it has been 
increased 37.5%,” Mr. Benton said. 
“While in individual instances job- 
bers’ operating costs may have ex- 
ceeded this figure, if the jobber main- 
tained his share of the increasing 
market during this period, his in- 
cremental profit increased as unit 
costs tend to decrease with greater 
volume. 

“By and large,” he told the job- 
bers, “I think I can safely say that 
well established jobbers are stronger 
financially today even in the face of 
excessive taxation than they were 
before World War II. I think your 
margin of success is more closely re- 
lated to your operations than it is 
to your margin.” 

Actually, Mr. Benton said, no two 
jobbers operate on the same margin, 
even though it sounds unbelievable. 
The difference, he explained, results 
from the percentage of premium gas- 
oline and the percentage of rural 
consumer gasoline to the jobber’s 
total volume. 

“For example,” he said, “a jobber 
seLing 30% premium and 70% house 
brand to dealers has a weighted av- 
erage margin of 2.9c per gal. Sim- 
ilarly, a jobber selling 100% house 
brand with 50% of his volume in 
the farm market has a weighted av- 
erage margin of 3.5c per gal. as- 
suming, of course, no dump dis- 
counts.” 

Discounts Hit—Mr. Benton noted 


that many marketers today are re- 
peating the old and costly mistake 
of trying to increase their farm busi- 
ness by such practices as giving dis- 
counts for quantity deliveries and 
loaning tanks to farmers. 


“I find it hard to understand why 
any one should fall for using the 
dump discount if he wants to keep a 
healthy business and I sometimes 
wonder if dump discounts aren’t the 
resuit of long margins.” 

Predicting that competition in the 
oil industry will increase sharply in 
the years ahead, Mr. Benton com- 
mented that the old law of “sur- 
vival of the fittest” will take on an 
additional meaning, and the “fittest” 
will be those jobbers with the lowest 
costs. 

“In preparing yourselves to be 
among the ‘fittest,’ the first step, 
obviously, is to have an adequate and 
thorough knowledge of your costs. 
You should know to the fraction of a 
cent what your costs are on every 
gallon and pound that you sell. Only 
then will you be in a position to re- 
duce those costs. Only then will you 
be in a position to know a good deal 
from a bad deal. I am convinced 

. that if jobbers generally had a 
greater awareness of their costs of 
doing business substantially less price 
cutting would prevail.” 

Accurate Control—Mr. Benton list- 
ed eight phases of business control, 
equaily important to both supplier 
and jobber. They were: 

1. An accurate monthly profit-and- 
loss statement. 

2. Effective administration of ac- 
counts receivable. 

3. Good inventory control. 

4. Reducing stock losses of light 
products. 

5. Forecasting and budgeting cap- 
ital expenditures. 

6. Planning expansion programs 
well in advance. 

7. Determining if financing charges 
are the lowest available. 

8. Being profit, not volume, mind- 


Mr. White, in discussing the im- 
portance of trade associations, listed 
five principal services performed by 
them. He listed these as: Your as- 
sociation makes you proud; your as- 
sociation protects you; your asso- 
ciation promotes your business; your 
association informs you, and your 
association helps you improve man- 
agement. 


Price Resolution—The Wisconsin 
jobbers adopted a resolution de- 
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Condon Elected 


MILWAUKEE—Don Condon 
of the Condon Oil Co., Ripon, 
Wis., was elected president of 
the Wisconsin Petroleum Assn. 
at last week’s convention, suc- 
ceeding Everett Yerly of the 
Citizens Independent Oil Co., 
LaCrosse. 

John I. Kaiser of the Eau 
Claire Golden Ruie Oil Co., Eau 
Claire, was named vice presi- 
dent, and A. C. Breuch of the 
Pennsylvania Oil Co., Madison, 
was chosen secretary-treasurer. 

Elected to the board for one 
year terms were Ray Johns of 
the Chippewa Golden Rule Oil 
Co., Chippewa Falls, and Dave 
Gluck of the International Oil 
Co., Milwaukee. 

Directors chosen for three- 
year terms were Dave Tack of 
the Tack Oil Co., Fond du Lac; 
R. J. (Bud) Cuskey of Cuskey 
Oil Co., Spooner, and Al Ryan 
of Goodall Oi: Co., Beloit. 











nouncing “the vicious practice of seli- 
ing petroleum products to consumer 
accounts at prices substantially low- 
er than the same products are sold to 
jobbers and distributors.” 

The resolution said the Wisconsin 
group would join with the National 
Oil Jobbers Council to “take what- 
ever steps may be necessary, in the 
protection of public interest and this 
branch of the petroleum industry, to 
halt, immediately, this dangerous 
practice.” 

Other resolutions called upon Con- 
gress to exempt jobbers, under cer- 
tain conditions, from provisions of the 
Fair Labor Standards Act, and to 
provide for refund of federal taxes on 
gasoline destroyed by fire, flood and 
other casualty. 


Two Changes Proposed 
In Fuel Storage Rules 


NPN News Bureau 
NEW YORK—Underwriters Labo- 


ratories has proposed two revisions 
in requirements for inside fuel oil 
storage installations to the National 
Board of Fire Underwriters. 


Labvuratories proposed that bottom 
outlets on inside fuel storage tanks 
be placed not more than three inches 
from end of tank to the center of 
outlet, in order to overcome diffi- 
culty in getting rid of water that 
causes corrosion. The other proposal 
was to require that all openings in 
top of the tank be the same size. 


The board is expected to rule on 
the proposals within the next three 
months, 
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Independent Says Percentage Margins 
Are Remedy for Many Marketing Woes 


The following article was 
contributed by an oil market- 
er who asked to be identified 
only as “a friend of both the 
Independent marketer and 
the integrated oil company.” 


The distribution end of the pe- 
troleum industry is economically sick. 
In particular, the patient bears the 
name of Mr. Independent Marketer. 


Many specialists have been con- 
sulted, but the patient is still suf- 
fering and is getting near the crisis 
Stage. Surely there must be some 
way to put him back on his feet. His 
case history shows that he has had 
more or less economic discomfort 
over the last 15 years, despite the 
fact that he markets 85% of the 
household fuels in his area, and 
should be sound economically. What 
is wrong with him? 


In the opinion of this practical 
price economist, Mr, I. M. is suffer- 
ing from an outmoded and unscien- 
tific method of projecting prices on a 
per gallon basis. Furthermore, he 
is adversely affected because the eco- 
nomic spiral has been inflationary. 
His supplier may have the same con- 
dition should deflation set in. What 
both need is a “Stabilizer Pill’. 


The prescription reads: 
‘A Stable Gross Profit 


based on a Percentage Formula’ 


Believe me, if they don’t get the 
prescription filled, they will have to 
bear the economic consequences. 


To illustrate, the writer recalls a 
case where there was a deterioration 
of 3% in gross profit from 1950 to 
1952. 


Effect of Price Increase on Gross Profit 
Light Fuel Oil—at Retail 
1950 1952 
Average Selling Price ..... 11.3 Per Gal. 12.5 
Average Cost of Goods So! 8.1 9.3 
Gross Margin ............ 3.2 3.2 
Gross Profit (%) ........ 28.5 25.5 


























































The above illustration is a factual 
comparison of how one jobber was 
hurt by a contraction in his gross 
profit in a rising price spiral. 


Each “Pie” represents the aver- 
age sales dollar in the periods indi- 
cated. The large segment shows the 
cost of goods sold and the smaller 
the gross profit. 


The illustration shows the fallacy 
of the economic theory of the sup- 
plying companies that ‘Where a busi- 
ness is operated on a fixed gross mar- 
gin per unit, changes in selling prices 
are not a contributing factor affecting 
changes in profits, although price 
changes are a potent factor for other 
types of business.” 





This petroleum jobber, the same as 
any other business man, has the dol- 
lar as his profit objective; and in the 
illustration, he retained 3c less of 
every sales dollar in 1952. 


A gross profit based on a uniform 
percent of the retail selling price is 
the best way to create stability in 
our industry. 





High Gross Profit—The case his- 
tory showed conclusively that over a 
15-year period, in this area, because 
of high labor costs, a 30% gross 
profit was needed to market light fuel 
oil at the retail level and make a 
fair net profit—thus keeping Mr. I. 
M. healthy. 


It is possible, through a simple il- 
lustration, to demonstrate how this 
objective gross profit can be achieved. 


The integrated company which is the 
market leader in this area has estab- 
lished a 13.3c per gal. tank wagon 
price at the retail level. The laid-down 
cost for No. 2 fuel oil for a barge 
buyer in New York Harbor is 9.85c, 
which gives him 3.45c per gal., or 
more important, only a 26%. gross 
profit. 

In a. free economy, using a 30% 
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gross profit formula, the price pro- 
jection would be quite simple. 

1. The 9.85c per gal. laid down 
cost must equal 70% of the retail 
sales price. 

2. Divide the 70% into 9.85 to 
get the 100% posted tank wagon 
price for the area. 

3. The answer is for the integrated 
company to post a l4c per gal. price 
instead of the present 13.3c. 

The combined efforts of the price 
economist with his percentage formu- 
la R/X plus a good cost accounting 
system will put and keep Mr. Inde- 
pendent Marketer in a healthy eco- 
nomic condition. The question is, will 
they take action quickly enough to 
save his life? 


Death 


Harry S. Elkins, 65, traffic and 
commerce attorney for the National 
Petroleum Assn., for the past 25 
years, died March 1 at his home in 
Silver Springs, Md. 

Mr. Elkins has been with NPA 
from September, 1925 until several 
weeks preceding his death when he 
was confined to his home. 

Funeral services were held March 
4 in Silver Springs followed by burial 
in Arlington National Cemetery. 


Defense Orders 


For Oil Industry 


(Issued Feb, 24-Mar, 2, inclusive) 
This deccription of oi] defense orders pro- 
vides a weekly summary of government regu- 
lations that may affect NPN readers. We will 


appreciate our readers letting us know when 
they think that we have omitted a regulation. 

Complete copies of the official text of these 
orders can be obtained from Platt’s OIL-Law- 
GRAM Reports, 1213 West Third St., Cleveland 
13, Ohio, a publication which reproduces and 
mails out the orders on oil upon issuance. 
Minimum charge for single copies, $1.00, 
postage paid. One year’s service, $100. Less 
than one year’s service pro rata plus $5.00 
for handling. 

CODE: NPA—National Production Author- 
ity; ESA — Economic Stabilization Agency; 
PAD—Petroleum Administration for Defense; 
ODM—Office of Defense Mobilization; DPA — 
Defense Production Administration; DTA — 
Defense Transport Administration; WSB — 
Wage Stabilization Board; OPS — Office of 
Price Stabilization. 


List of Orders 


NPA—National Production Authority 

NPA Order M-46, Amdt. 1—Delivery order 
filing requirements. 

NPA Order M-46, Dir. 5, as amend.—<Ac- 
quisition of carbon conversion steel by petro- 
leum operators in U, 8. and Canada. 

NPA Order M-46A, Dir, 3, as amend.— 
Acqui-ition of carbon conversion steel by 
foreign petroleum operators. 


What Orders Do 
National Production Authority 


FILING REQUIREMENTS — Amdt. 1 to 
M-46 — Removes requirement that delivery 
orders must be filed for information, reduces 
number of delivery orders for materials other 
than controlled materials which must be filed 
for approval. . 

CARBON CONVERSION STEEL FOR PE- 
TROLEUM OPERATORS—Dir. 5 to M-46; 
Dir. 3 to M-46A—Extends provisions of these 
a a to include second calendar quarter 
of 1953. 
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New Bill Requires Marketers to Make 
Discounts Available to All Customers 


NPN News Bureau 
WASHINGTON — An amendment 


-to the Robinson-Patman Act (H.R. 


3378) has been introduced by Rep- 
resentative Patman (D., Tex.) to re- 
quire sellers to make known to all 
customers all of their discounts and 
other terms and to make such dis- 
counts available to all customers 
“under the same conditions.” 


Representative Patman also sub- 
mitted H.R. 3377 to make the triple 
damages provisions of the Clayton 
Antitrust Act applicable to sales to 
federal, state and local governments. 
Both measures were referred to the 
House Judiciary Committee. 

A “good faith” bill (H.R. 3501) 
also has been introduced by Repre- 
sentative Reed (R., Ill.) which would 
permit freight absorption and basing 
point trade practices by amending 
the Federal Trade Commission and 
Clayton Acts. A Judiciary Commit- 
tee aide said it goes “far beyond” 
the scope of the Supreme Court’s de- 
cision in the Standard Oil Co. (In- 
diana) case. 

The flow of bills seeking a limita- 
tion of residual fuel imports con- 
tinued, with a measure by Senator 
Cooper (R., Ky.) proposing the limit- 
ing of such imports to 5% of the 
U. S. demand. Similar legislation has 
been introduced on the House side 
by some 20 Congressmen. 

Representative Byrnes. (R., Wis.) 
proposed H.R. 3364 to refund federal 
taxes paid on gasoline destroyed by 
fire or other casualty while held for 
resale by a jobber. It will be consid- 
ered by the House Ways and Means 
Committee. 


The Senate approved $10,000 for 
a continuation of the national fuels 
policy study by a Senate Interior 
subcommittee under Senator Malone 
(R., Nev.) despite objections by Sen- 
ator Ellender (D., La.). The approval 
extends the study until Jan. 31, 1954. 


Senator Schoeppel (R., Kan.) was 
named chairman of the Monopoly 
Subcommittee of the Senate Small 
Business Committee. It was this 
group that dipped into the “interna- 
tional oil cartel” charges during the 
82nd Congress under chairmanship 
of Senator Long (D., La.). This sub- 
committee is the logical one, also, to 
investigate the West Coast petro- 
leum products “freeze out” charges. 


Tidelands—Attorney General 
Brownell has handed Congress a new 
suggestion for handling the contro- 
versial submerged lands question. He 
recommended that Congress author- 
ize the coastal states to “administer 
and develop” the natural resources 
within their historic boundaries but 
that the lawmakers stop short of an 


outright quitclaim of title to the 
states. 

In addition, he urged Congress to 
draw “an actual line on a map di- 
viding” the submerged lands between 
state and federal control, rather 
than trusting to language in a bill 
to define the boundary. Under Mr. 
Brownell’s recommendations, as pre- 
viously outlined by other Eisenhower 
Cabinet officers, revenues from sub- 
merged lands on Continental Shelf 
beyond state boundaries would go 
100% to federal government. 


As a general basis for the “line” 
of ownership, Mr. Brownell advocated 
the three-mile mark for all states 
with the exception of Texas and the 
West Coast of Florida where the line 
would be placed out three leagues— 
10.5 miles. 


Basically, Mr. Brownell’s ideas con- 
flict with those of the quitclaim ad- 
vocates who want clear title passed 
to the states within the historic boun- 
daries and who want the states to 
share in oil and gas revenues in the 
federal area beyond. His recommen- 
dations do not meet the’ requirements 
of those who support federal-control 
legislation and who believe the states 
should be given title only to “inland 
waters” which lie inside of the low 
tide mark. 

Previously, Interior Secretary Mc- 
Kay and Navy Secretary Anderson 
testified in favor of the “single shot” 
method of legislating and supported 
turning over to states control over 
the submerged lands within historic 
state boundaries. They favored fed- 
eral administration beyond. 


Elk Hills—The House Armed Serv- 
ices Committee received a briefing 
from the Navy and the Standard Oil 
Co. of California on their joint rec- 
ommendation that production at the 
Elk Hills Naval Petroleum Reserve 
be increased about 18,100 b/d—to 
total of around 24,300 b/d—to avoid 
an irrecoverable loss of an estimated 
5,000 b/d from the reserve. 

The committee was informed that 
water is encroaching from the north 
and oil is seeping out to the south. 
Some 39 new wells would be pro- 
duced, most of them to drain off the 
intruding water, and others would 
be stepped up in production. The hope 
is to maintain the reserve in a better 
“state of readiness” as required by 
law. 

Representative Vinson (D., Ga.), 
top Democrat on the committee, 
made it plain that proposal to him 
means “eating up” the oil supply in 
the name of “conserving it.” The 
committee suspended its hearings, 
pending an appearance by Navy Sec- 
retary Anderson. 
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Materials Control Future Muddled 
As Agencies Ponder Future Course 


NPN News Bureau 

WASHINGTON — There’s still 
much head-scratching in top admin- 
istration circles here over what to 
do about materials controls after 
June 30, when present controls ex- 
pire. 

In the end, Congress will have the 
final say, of course, but it’s general- 
ly taken for granted that Congress 
will adopt almost any feasible pian 
the administration asks for. 


Right now, the Office of Defense 
Mobilization is trying to make up 
its mind about advance allotments. 
Clearly, it wants to make sure that 
direct military programs get what 
they need. Just as clearly, it wants 
to remove controls from materials 
for civilian use. Acting Defense Mo- 
bilizer Arthur Flemming stated this 
policy some days ago, He has put 
a group to work to determine which 
advance allotments have enough miili- 
tary significance to justify continu- 
ance and which allotments should be 
cancelled. 

After the group had looked at the 
problem, it passed the word along 
that it would be at least two or three 
weeks before it would have its rec- 
ommendations ready. 

At PAD, the expectation is that 
most advance allotments to the oil 
industry will be voided. This is not 
considered as a cause for consterna- 
tion, however, because PAD is in- 
clined to feel that the industry will 
be able to get along about as well 
without allotments as it did with 
them. 


‘Open-Ending’ Won’t Hurt—Nor 
was PAD excited over the “open- 
ending” of steel whereby a mill may 
accept unrated orders if its books 
aren't filled with rated orders by the 
beginning of lead time. . . PAD said 
rated orders on goods in short supply 
had just about filled the books, any- 
way, and that therefore there would 
be little material available at the 
“open end.” 

Meanwhile, acquisition and use of 
finished carbon conversion steel by 
self-authorization in approved con- 
struction projects has been extended 
through the second quarter of 1953 
for oil and gas operators. 

This includes products which are 


for obtaining line pipe for smail con- 
struction operations or maintenance, 


repair and operating supplies will be. 


discontinued soon, PAD said, and the 
new procedure may help operators in 
placing orders at mills. 


Delivery order filing procedure may 
be followed also by operators who 
need supplemental ailotments of line 
pipe for the second quarter. Two 
copies of such orders should be filed 
with PAD. 


Self-Certification Liberalized — On 


the same day it took that action, 
PAD announced further liberaliza- 
tion of self-certification privileges by 
elimination of some requirements for 
filing copies of delivery orders with 
PAD. Oil and gas operators may 
now self-certify for uncontrolled ma- 
terials up to $7,500 for any single 
order or $2,500 for any line item. 
The amended order also ends the re- 
quirement that operators file with 
PAD for information purposes copies 
of delivery orders on controlled ma- 
terials in any amount of $100 or 
more but less than $500, and on un- 
controlled materials in any amount 
from $500 to $5,000 for a single or- 
der with no line item of $1,500 or 
more. 


OPS Ready to Decontrol No. 2 Fuel Oil 


NPN News Bureau 

WASHINGTON — The Office of 
Price Stabilization reportedly was on 
the verge, at NPN press time this 
week, of issuing a new decontrol list 
with a different twist, which might 
lead to the decontrol of No. 2 fuel 
oil. 

Heretofore, OPS has put out item- 
ized listings of commodities on which 
it was lifting price ceilings. But in- 
formed sources said this week’s ac- 
tion may list, instead, the items on 
which price curbs would remain— 
probably until the entire program is 
closed out, 

An official close to the petroleum 





McGraw-Hill Buys 
Platt Publications 


After 44 years of operations, 
Warren C. Platt, and his fam- 
ily, have sold to the McGraw- 
Hill Publishing Co. of New 
York, largest publishers of in- 
dustrial and technical papers 
and books in the world, all of 
his petroleum publishing papers 
and services. The transfer will 
be effective April 1. 

Mr. Platt will continue as 
publisher of his papers as a 
petroleum unit of the new own- 
ers. The sale was made be- 
cause of Mr. Platt’s desire to 
take it easier and by selecting 
McGraw-Hill he insures to the 
oil industry the best possible 
continuation of aggressive man- 
agement and further develop- 
ment of the business of supply- 
ing news, industrial informa- 
tion and technical material to 
the oil industry, 

Paul Montgomery, vice presi- 
dent in charge of publications 
for McGraw-Hill, assures that 
present editorial policy and 
staffs will be continued, 











field said that the list, as tentatively 
composed, did not include No. 2 fuel 
oil—No. 2 thus would be decontrolled 
if the order were issued in that form. 

The Petroleum Branch and Fuels 
Division had again recommended de- 
control of No. 2 and a proposed order 
and press statement announcing such 
action were lying ready for release 
when and if the policy officials de- 
cided to use them. 


Stocks Improved — Meanwhile, 
Deputy PAD J. Ed Warren pointed 
out that petroleum supplies have 
risen faster than demand since 1950 
and that stock positions are now bet- 
ter—factors which would tend to 
prevent any major increases in 
prices. 

However, he was unwilling to make 
any flat prophecy on future product 
prices. 

Warren said that West Coast in- 
creases were to be expected because 
of the conditions prevailing in the 
area but that price boosts probably 
will be limited largely to adjustments 
to meet varying conditions. 

At any rate, he said, he felt that 
lifting of petroleum price controls 
was justified because the supply-de- 
mand situation is better now than it 
was before curbs were put into effect. 


Rail Case Under Study 


NPN News Bureau 
LOS ANGELES — U. §&. District 
Judge William C. Mathes took under 
submission the railroads’ motion to 
set aside a temporary injunction 
against their reduced rates for trans- 
portation of oil products in the South- 
west. 


Meanwhile, Judge Mathes ordered 
that the federal court restraining or- 
der issued in San Francisco be con- 
tinued in force. He requested de- 
fendants to file any further points 
supporting their motion by March 
2 and plaintiffs to file any further 
objections by March 5. 
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NOMINATING COMMITTEE of the National Petroleum Council recommended re-election of all officers. Committee members 
were (left to right): W. T. Payne, president of Mid-Continent Oil & Gas Assn.; H. S. M. Burns, president of Shell Oil Co.; 
L. S. Wescoat, president of Pure Oil Co.; G. E. Nielson, president of Husky Oil Co., and S. B. Mosher, president and general 
manager of Signal Oil & Gas Co. 


Synthetic Liquid Fuels Not Ready 
To Compete with Oil, NPC Says 


NPN News Bureau 
WASHINGTON—tThe need for syn- 
thetic liquid fuel still is in the “dis- 
tant future” and the manufacture of 
synthetic gasoline from coal and oil 
shale is “definitely” uneconomical un- 
der the present conditions. These con- 
clusions were reached at last week’s 
meeting of the National Petroleum 
Council by its Synthetic Fuels Com- 
mittee. 


The committee cast doubt on the 
value of the Bureau of Mines multi- 
million dollar demonstration plants 
and questioned the wisdom of the 
government financing these huge ex- 
perimental units. 


It pointed out that if and when the 
need arises for synthetic gasoline, 
new techniques not yet known may 
be available, thus making present 
methods outdated. The committee 
said such techniques could be devel- 
oped from well-designed pilot plants 
at a fraction of the cost of expensive 
demonstration plants. 


The investigation group said there 
was “some likelihood” of further re- 
ducing the cost of manufacturing 
synthetic liquid fuels by continued 
research in oil shale and the Fischer- 
Tropsch processing of coal. “In fact,” 
committee said, “the possibility of 
commercial operations in oil shale 
warrants the continued attention of 
the oil industry.” ~ 


As for coal hydrogenation, the com- 
mittee said it “requires drastic im- 
provements in the existing methods 
to permit economic operation, and 
such developments are not foreseen 
at the present time”. 
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Costs—The committee arrived at 
the following estimated per gallon 
costs of synthetic gasoline: 

1. From oil shale, 14.7c wholesale 
at the refining point. 

2. From coal by Bureau of Mines 
Fischer-Tropsch process, 29.4c. 

3. From proposed hydrogenation 
process, at least 36.3c. 

(A Bureau of Mines official, ex- 
pressing his own and not bureau’s 
opinion, said NPC’s estimate of the 
cost of gasoline made by coal hydro- 
genation still is too high and that 
he felt the committee “sticked” all 
possible costs on gasoline produced 
by coal hydrogenation to make it 
appear as uninviting as possible.) 


McKay Interested—Meanwhile, In- 
terior Secretary Douglas B. McKay 
has promised a close look by depart- 
ment policymakers at the NPC’s re- 
port on synthetic liquid fuels. He ap- 
pears to be interested in the NPC 
allegation that it is unwise for the 
government to spend millions of dol- 
lars on demonstration plants when 
development could be adequately han- 
dled at a fraction of the cost through 
pilot plants. 

The Interior Secretary told the 
NPC that its work with the Petro- 
leum Administration for Defense was 
a “fine example” of the type of co- 
operation the administration was 
talking about when it called for joint 
efforts by business and government 
to meet the nation’s problems. 


NPC Future—Secretary McKay, in 
an informal talk with the group, said 
he “looked forward to working with 
the council,” which caused his hear- 








ers to assume that the council will 
be continued. 


Oil Still Has Job to Do—PAD of- 
ficials, talking before the NPC meet- 
ing, said the end of price controls and 
the approaching end of most mate- 
rials controls does not mean the oil 
industry’s problems or responsibili- 
ties are over. Some things facing the 
industry are: avgas shortage which 
is expected to continue until about 
the middle of 1954; a shortage of 
alkylation capacity needed to meet 
estimated demands in the event of 
all-out war; and continuation of ac- 
celerated tax amortization program 
by PAD if such continuation is au- 
thorized by Congress. 

Also, PAD officials said, there are 
problems in the area of defense plan- 
ning, such as studies of expected 
wartime requirements; programs for 
the development of a distribution 
system in event of an emergency; 
and the handling of materials in 
short supply beyond meeting the re- 
quirements of the military and the 
Atomic Energy Commission. 


Voluntary Pacts Urged—The mili- 
tary will support efforts to re-estab- 
lish voluntary agreements because it 
needs supply-demand information, 
Brig. Gen. Alfred H. Johnson, execu- 
tive secretary of the Munitions Board, 
told NPC. 


“Some” increase in armed services 
requirements for avgas and jet fuel 
can be expected (no figures were 
given), the NPC was told. 


The NPC has approved appoint- 
ment of a committee to study “mini- 
mum requirements of manpower, 
equipment and materials for all 
phases of oil and gas exploration 
and development” as requested by 
Deputy PAD J. Ed Warren. 


Mr. Warren said that well drilling 
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rates for 1952 and 10% above 1952 
“should be assumed” in making the 
study. The study will include these 
aspects: geological and geophysical, 
leasing, exploratory or wildcat drill- 
ing, development drilling, producing 
and services. The object is to deter- 
mine requirements needed in the 
event of all-out war to sustain at 
least current drilling rates. 


Turnpike Commissioner 
Speaks for Competition 


NPN News Bureau 
CLEVELAND—tThere will be no 
monopoly with respect to service sta- 
tions on the Ohio Turnpike, J. Gor- 
don McKay, Turnpike Commission 
member, told the Cleveland Petro- 
leum Club this week. 

Speaking personally and not for 
the commission as a whole, McKay 
also said he favored construction of 
facilities by the commission rather 
than by lessors, with short term 
leases provided. He also declared it’s 
not fair to ask any industry to pro- 
vide products and service to the pub- 
lic at cost or at a very low margin 
of profit. Such an arrangement, he 
said, results in lowering service 
standards. 

McKay also spoke against dual 
station units—stations facing each 
other on opposite sides of turnpike 
—terming them an “economic fal- 
lacy.” When the pike opens, he said, 
there should be a minimum number 
of outlets, with the number to be in- 
creased as the demand for such ad- 
ditional service facilities grows. 

He predicted the turnpike would 
be completed and in use no later 
than Jan. 1, 1955, and possibly as 
early as October or November of 
1954. 


API Group To Launch 
Study of Highways 


NPN News Bureau 
NEW YORK—First meeting of a 
special API board highway study 
committee will be held March 10, in 
the API board room in New York. 
J. C. Donnell, II, Ohio Oil, is chair- 
man. Members are R. L. Milligan, 
Pure; T. S. Petersen, Standard Oil 
Co. of California; M. J. Rathbone, 
Standard Oil Co. (New Jersey); A. A. 
Stambaugh, Standard Oil Co. (Ohio); 
Henderson Supplee, Jr., Atlantic Re- 
fining; and Joseph P. Walsh, Sinclair 
Oil, chairman of APIC with which the 
special committee will confer. 


End of Federal ‘Gas’ Tax 
Is Sought by Indiana, lowa 


NPN News Bureau 
WASHINGTON—Senator Cape- 
hart (R., Ind.) has presented to Con- 
gress a resolution approved by the 
Indiana legislature asking that the 
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the gasoline tax field. It was referred 
to the Senate Finance Committee. 
The Indiana action was followed 
later by the Iowa legislature approv- 
ing a similar resolution which was 
sponsored in the Senate by Senator 
Hickenlooper (R., Iowa). 


‘Gas’ Price-Fix Bill 
Offered in Arkansas 


LITTLE ROCK, Ark.—A bill to fix 
gasoline prices was dropped into the 
state legislature hopper by State Rep- 
resentative Paul Van Dalsem. 

The bill would prohibit sales of | 
gasoline at higher prices in Arkansas | 
than in Missouri. It is seen by oil 
observers as working a hardship on 
local refiners who market in the 
state, because of transportation and 
other fixed costs. 


The bill apparently has the back- | 
ing of members of the seven-mancom- | 
mittee recently investigating the dis- | 
parity in Arkansas gasoline prices | 
compared with those in Missouri and | 
Tennessee. 


PIC Raps Tax Increase 


NPN News Bureau 

NEW YORK—New York Petroleum 
Industries Committee declared the 
2c-per-gal. increase in state’s present 
4c per gal. gasoline tax being con- 
sidered by legislative leaders to raise 
added road revenues would be “a cry- 
ing injustice” in view of the state’s 
record of diverting more than $900,- 
000,000 of highway user tax money to 
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non-highway purposes in past years. 


The committee pointed out that 
the budget for 1953-54 fiscal year 
“provides for the diversion of approxi- 
mately $68,000,000 of road tax money 
to the support of other governmental 
functions.” 


Two States Join Compact 


OKLAHOMA CITY—The North 
Dakota legislature has authorized 
Gov. C. Norman Brunsdale to sign 
the Interstate Oil Compact Commis- 
sion agreement. The state will be- 
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End One Refinery Strike; 
Negotiate Another 


Labor troubles at two refineries 
subsided this week with the an- 
nouncement of the settlement of a 
month-long strike at the L. Sonne- 
born Sons’ Daugherty refinery at 
Petrolia, Pa. and the scheduling of 
mediation talks at Gulf Refining’s 
Toledo plant. 

The Sonneborn refinery, a major 
producer of petrolatum, is expected 
to be back in full operation by 
March 9. The company met de- 
mands of the 320 employes, mem- 
bers of United Mine Workers (CIO) 
District 50, for an additional 3c-an- 
hour wage increase above the 5c of- 
fered before the strike began. With 
other benefits, agreed upon in earlier 
negotiations, the hike amounts to 
llc an hour, 

The union agreed to a two-year 
contract, effective March 1, accord- 
ing to Henry Sonneborn III, assist- 
ant vice president. 


At Toledo, members of Gulf Re- 
fining management and officials of 
the Oil Workers International Union 
were scheduled to meet March 4 
with representative of the Federal 
Mediation and Conciliation Service. 
The Toledo strike began Feb. 27 at 
the 40,000 b/d refinery. Union de- 
mands for upgrading employes to 
higher paying jobs appeared to be 
the major dispute in the walkout, 
although the company said it could 
not put its finger on the principal 
cause for the strike. The refinery 
employs 300 workers. 


Spingarn Asks Probe 
Of Lebanon Paper 


Ni Bur 
WASHINGTON — Federal Trade 


Commissioner Stephen J. Spingarn 
has asked the Central Intelligence 
Agency to investigate the “influence” 
of Arabian American Oil Co, over a 
newspaper in Lebanon. Mr. Spingarn 
said the “Daily Star,” an English 
language newspaper printed in Beirut, 
Lebanon, has been attacking the U. S. 
government for its handling of the oil 
cartel” case 

Mr. Suingnen asked the agency to 
determine whether the newspaper or 
any of its personnel had received 
direct or indirect financial backing 
or support from “officials or agents” 
of Aramco or its affiliates. 

Previously, in a news conference 
Jan. 16, Mr. Spingarn made several 
unqualified references to Aramco’s 
“ownership” or “control” of the Leb- 
anon paper. This prompted Mr. H. 
OQ. Thompson, Aramco vice president, 
to write Mr. Spingarn that his com- 
pany has “no financial] interest what- 


ever” in that paper and does not con- 
trol the paper’s policies, editorial or 
otherwise, 

Mr. Spingarn said: “I had never, 
of course, supposed that Aramco 
would do anything so blatantly crude 
as to acquire control of this news- 
paper directly acting in its corporate 
capacity. My natural assumption... 
was that control was exercised by 
Aramco through financial] backing or 
support of this newspaper or its per- 
sonnel by officials or agents of Aram- 
co or one of its affiliates.” 

The transcript of Mr. Spingarn’s 
Jan. 16 press conference shows that 
Mr. Spingarn repeatedly referred to 
“newspapers which claim to be inde- 
pendent—like the Lebanon Star—are 
entirely owned by oil companies.” 

He has repeatedly charged that 
some newspapers have been “pres- 
sured” into running editorials and 
stories critical of the “cartel” report 
and that some publications and some 
editors have been “bought off’ out- 
right. 


FTC Rebuffs Spingarn 
On Disavowal Motion 
News Bureau 


WASHINGTON—Federal Trade 
Commissioner Stephen J. Spingarn, 
angered by a slap on the wrist given 
him by a commission majority for his 
criticism of oil companies and news- 
papers, has been foiled in an attempt 
to get the commission to squelch 
Commissioner Lowell B. Mason for 
Mason’s frequent criticisms of FTC. 

Mr. Spingarn made a motion that 
the commission issue a formal state- 
ment pointing out that when Mr. Ma- 
son makes speeches, he is expressing 
his own personal views, and not those 
of commission. Mr. Spingarn’s motion 
was virtually the same as one di- 
rected against him. 

With Mr. Mason withdrawing be- 
cause the motion affected him di- 
rectly, Spingarn’s move failed by 
2-2 vote. (Commissioners James 
Mead and Albert A. Carretta voted 
against it. Commissioner John Car- 
son and Spingarn voted for it.). 


1952 Tank Car Fleet 
Reported at 152,050 
NPN News Bureau 


WASHINGTON—Defense Trans- 
port Administration, reporting year- 
end 1952 results of a monthly sur- 
vey of privately owned railroad tank 
cars, said the nation’s tank car fleet 
at close of year was estimated at 
152,050 units, following installations 
of 315 units in November and 458 in 
December. 

“Bad order cars being repaired fell 
off during December and at the year’s 
end represented 3.65% of total fleet,” 
said DTA. “Some 269 cars were 
scrapped during the final two months 


of 1952, bringing the 1952 scrappage 
total to 948 cars as compared to 1,112 
cars scrapped during 1951.” 

The report, which is being discon- 
tinued, was compiled from 80 private 
companies representing about 97% of 
total cars, DTA said. 


Warm Weather Persists 
In Three Heating Areas 


NPN News Bureau 
CLEVELAND — The East Coast, 
Midwest and West Coast Rocky Mt. 
areas registered warmer than nor- 
mal or last year for the Sept. 1-Feb. 
28 portion of the heating season. This 
made the sixth week of warmer than 
normal or last year weather for the 
Midwest and West Coast-Rocky Mt. 
areas and the second week for the 
East Coast area. 
The Southeast area was colder 
than last year but warmer than 
normal. 


The month of February was warm- 
er than either last year or normal 
for all areas despite the extra day 
reported for February, 1952 (leap 
year). 


Degree Day Summary 
Season Sept. 1-Feb. 28 


Week 

Feb. 22- 

1952- 1951- Nor- Feb. 28, 
East Coast 53 52* mal** 1953 
) ie CR 3690 3894 4224 189 
New York ....... 3247 3369 3837 166 
Philadelphia ..... 3067 3136 3542 150 
Washingtont .... 2993 2942 3482 131 
Average ....... 3249 3335 3771 159 

Midwest 

Chicagot ........ 4274 4677 4763 205 
Cleveland ........ 3684 4040 4411 196 
Detroitt ......... 4205 4565 4736 216 
Minneapolist 5744 6200 5969 289 
Omahat ......... 626 4976 4689 197 
ae eee 3 3466 3589 151 
Average ....... 4294 4654 4693 209 


heast 
Birmingham, Ala.f 2193 1928 2362 116 
Charleston, 8. C.. 1390 1272 1515 71 


Nashville, Tenn.{. 2781 2700 8 2870 149 
Raleigh, N. C. ... 2333 2228 2579 120 
Average ... 2174 2032 2332 114 
West Coast—Rocky Mt. 
San Francisco ... 1632 1761 1662 83 
Beattle .........+. 2622 3092 3202 159 
Denvert ....++s.++ 4071 4311 4279 219 
Average ....... 2775 3055 3048 152 
Month of February 
East Coast 1953 1952* Normail** 
ee, Se Pee 834 935 1025 
New York ........ TS 821 953 
Philadelphia ...... 691 T52 881 
Washingtont ...... 621 686 834 
Average ........ 725 799 923 
Midwest 
Chicagot ......... 924 942 1098 
Cleveland ......... 823 925 1031 
SOMERS cadsneeess 914 1031 1134 
Minneapolist ...... 1313 1192 1379 
Omahaf .......... 921 886 1068 
St. Louis ......... 652 701 855 
Average ......-.. 925 946 1094 
Birmingham, Ala.t. 441 423 518 
Charleston, 8. C.. 290 342 383 
Nashville, a Tt. 583 565 675 
Raleigh, N. .. 509 528 618 
Average ........ 456 465 5Ag 
West Coast—Rocky Mt. 
San Francisco .... 300 353 329 
Seattle ........... 153 144 147 
Denvert .......-.. 897 865 935 


Average ........ 450 454 470 


Degree days are on 65 deg. F. basis. 

tReadings at airport office. Readings in 
other cities taken at downtown (city) offices. 

*Includes 29 days in February, 1 

**Normal totals do not include extra day in 
February, 1952. 
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NPN’'s Goal is the Industry's Advancement 


My Dear Friends and Readers of the Oil Industry: 


I have just sold for myself and family this publishing 
business, the product of which some of you have been 
reading for as long as 44 years this February just past. 


But that does not mean that I am out of the oil busi- 
ness or will be for some years to come. I just have a 
different title—“publisher”’—and less headquarters office 
work to do, which will give me and my typewriter more 
time to do what I have always enjoyed most—rambling 
around in the oil industry seeing what is going on, and 
listening to oil men as they do the job they have done 
so well all these years building a still greater and more 
efficient oil business. ~ 


And I expect to help you do a still better job, for 
I will have associated with me one of the greatest— 
if not the greatest—industrial and technical educa- 
tional forces in the country and I think in the world. 
It is a publishing organization of many business, in- 
dustrial, technical and scientific papers and also of 
books of the same categories, the McGraw-Hill Pub- 
lishing Co. of New York. They bought my business, 
as of April ist. 


This is not blarney to make the new owners feel 
good, because that is not necessary. The further they 
go with the oil industry with these oil publications of 
ours, the better they will like you and the industry and 
the more they will appreciate their bargain, for bar- 
gain it is. In fact, that is their own estimate of oil 
from various studies they have made, even going back 
many years when they first suggested that I might come 
with them. I declined then, saying I thought I .would 
have more fun exploring my own way in publishing and 
oil. Events—at least in my opinion—seem to have borne 
me out. 


But at last age (right on 70) and arthritis (fortunate- 
ly getting better at the moment) have crept up on me 
so that without male progeny to carry it on, it makes 
sense to turn the business over to others, especially as 
there is right now before the oil industry another period 
of great development in its science, technique, size and 
usefulness to mankind in general. 


In my past 44 years with the industry, I have seen 
it develop from the rough pioneering operations of 
its infancy, from a period where it had no science 
or worthwhile technology to speak of, where ge- 
ology was known as “creekology” and refineries 
operated solely in “batches” of crude just as the pro- 
verbial “teakettles” to which they were likened. I 
have seen the industry grow until its refinery equip- 
ment stands like the tall buildings of large cities, 
operated by thousands of men with degrees from 
the scores of relatively newly-established technical 
schools on petroleum. And, most closely of all, I 
have watched petroleum marketing develop from the 
small horse-drawn tank wagon to where there are 
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now billions of dollars invested in spectacularly large 
and efficient pipe lines stretching all over the con- 
tinent, supplemented by ever-growing fleets of barges 
on our inland waterways, by high speed tankers that 
carry enough gasoline to suffice a whole city for a 
week, and by great tank trucks that beat rail trans- 
portation and even rival much water transport in 
efficiency. 


Managing this now great industry and competing with 
each other as individual employes and as representatives 
of the oil companies, are hundreds of thousands of men, 
nearly all of high education. These men are developing 
a great wealth of new knowledge of their operations, 
operations going into the depths of “pure science,” but 
so fast is the development of the industry that this in- 
formation must be gathered quickly, accurately reported 
and distributed the most effectively and in the shortest 
possible time in order for the men in the industry to 
keep abreast of their self-created tide of knowledge. This 
information also must be properly prepared and selections 
made for the training of the young novitiate in oil on 
whom rests the responsibility for the industry’s great fu- 
ture. I have heard conservative scientists and our tech- 
nical men now in the business end of the industry, 
dream of the possible future of the industry, and their 
dreams, no matter how much one discounts them, pre- 
sent opportunities of tremendous, even appalling great- 
ness. 


Hence, as we all have pride in the future of what 
we may have created and built up from literally noth- 
ing—as I have with this publishing business of mine 
in oil and with ail due modesty—I turned in my search 
for a successor to my ownership, to a company that I 
have known well all my publishing days, the McGraw-Hill 
Publishing Co. of New York. Im years past I have seen 
and heard James H. McGraw, the founder now gone, 
hammer away at his own people and at his competitors 
in countless business paper meetings to seek an ever 
higher and more effective type of editorial leadership for 
our respective fields. No one of us, he argued, could 
grow except as all industry grew, because knowledge 
had to be practically universal for civilization to improve 
itself. Many such a meeting I have attended only in 
the hope that this pioneer educator of business and 
technical minds would be there and be aroused to de- 
liver his forceful lessons in business paper publishing. 
Seldom, fortunately, was I disappointed. 


Mr. McGraw built a real institution—an institution of 
education, one which may well be likened to any of our 
great universities and which perhaps may be of even great- 
er influence, because it is teaching, every day, the young 
man who will seek his future in American industry, the 
men who are making this industry successful today and 
the men who are guiding it to meet the demands, what- 
ever they are, of the future. This true institution of 
business educational progress creates and publishes papers 
and reports, magazines of weekly and monthly issue, 
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and also operates a big organization publishing the best 
of technical books. 

Hence, it is ideally prepared to do for the oil industry 
of the future that which the industry will need. 

I told Curtis McGraw, son of the founder and now 
president of the company, when we finished our nego- 
tiations, that of one thing I was sure, that I never would 
have to apologize to my friends in the oil industry for 
my successors in ownership and management of this oil 
publishing business. 

This editorial statement is by no means my swan 
song, but only a personal word to you, my friends new 
and old, as to why I find it desirable to start turning 
over to others—the business of serving you that I have 
so much enjoyed this almost half century. 

As to my swan song? That, I trust, will not be sung 
for some years yet. In the meantime, if I show up at 
your door some day with typewriter and note book, I 
hope you will spare me a few words on some of your 
progressive ideas and thinking on what will make this 
oil business still better for you and your progeny. 


Shige: Fate 


Percentage Margins Campaign Unearths 
Cost Facts Worth the Jobber’s Study 


The nationwide discussion and study of the jobber’s 
marketing margin now going on is all to the good, because 
it is getting the jobbers and the rest of the industry to 
make a really serious and comprehensive study of what 
goes into marketing costs. This is bound to develop fac- 
tors in costs which have been largely overlooked or little 
appreciated. 

So oil marketers of major and Independent companies 
have to thank this industry discussion for prompting a 
worthwhile angle for consideration from Dwight F. 
Benton, vice president of sales of the Standard of Indiana. 

At the recent meeting of the Wisconsin Petroleum 
Association Mr. Benton called attention to two factors in 
gasoline sales costs that have been overlooked—the wide 
variation in the gallonage of premium gasoline in cities 
as against the percentage of one’s sales of gasoline in the 


country. It is possible for these factors to vary enough 
to throw any “average” figure out of line as between 
widely different marketing areas. This variation, Mr. 
Benton noted, makes it difficult, to say the least, to have 
a margin in percentage points against a margin in cents 
and fractions per gallon. 

NPN has long had its fingers crossed on the possibility 
of meeting the jobbers’ requirements with a percentage 
margin, but more power to everyone for getting into the 
discussion. More facts are much needed before headway 
can be made toward any intelligent conclusions but those 
facts should be fairly easy to obtain, If a major oil com- 
pany or two would put some of their smart economists 
on sample sections of their marketing areas, they should 
be able to come up with figures that would aid the dis- 
cussion, 

NPN has long argued that not even the major com- 
panies seemed to understand what effect there is on costs 
as gallonage per square mile of widely different popu- 
lated areas differs. The majors with both city and country 
areas could easily check some such areas from their own 
books and also check car registrations and the figures for 
gasoline consumption by counties from the tax records 
which are available, we believe, in some states where Mr. 
Benton’s company markets. 

Much could be learned about so-called “price wars” by 
such “before” and “after” studies. Just what did the price 
cutter do with the gallonage? Take it away from nearby 
price-cutting areas, or did the fighting marketing units 
just stew in their own grease, or, rather, gasoline? 

There have been too many general assumptions made 
regarding many phases of marketing and the industry has 
suffered in its ignorance, when actual figures could be 
obtained without much work, especially by the larger 
companies. What if, in order to get some such sample 
figures, it is necessary to rearrange the bookkeeping for 
the selected section? The gasoline will be sold just the 
same, so the investigating companies will not be out any 
real money. 

More figures will undoubtedly have to be had before 
any conclusive judgment can be made on the present dis- 
cussion of cents or percentage margin. Vice President 
Benton’s statements are decidedly in the right direction. 
Cannot he supply more? 








Truckers Ask New Look 


At Taxes on Gasoline 

PROVIDENCE, R. I.—The truck- 
ing industry has suggested that the 
oil industry “might want to reap- 
praise” its long-standing opposition 
to increases in gasoline taxes, in or- 
der to foster highway development 
and improvement. 

Addressing a week-end meeting 
here of the Rhode Island Oil Industry 
Information Committee, W. A. Bres- 
nahan, director of research for Amer- 
ican Trucking Assns., Inc., pointed 
out the oil industry’s current stand 
is “justifiable and understandable” 
in view of diversion “abuses” by the 
Federal government and some states. 
He added: 

“We hope you will join in a really 
active and determined drive to end 
diversion of state highway taxes and 
to bring an end to the unfair tax 
burdens now imposed upon highway 
users by the federal government. 
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“Then, if additional funds are 
needed, we hope the petroleum indus- 
try will give careful and sympathetic 
consideration to proposals to make 
up at least a part of the necessary 
tax increases in gasoline taxes.” 

He said needed increases in gaso- 
line taxes should be temporary and 
scheduled by statute to expire when 
the highway system has been re- 
stored to adequacy. 


Continental Head Sees 
Problem of Oil Surplus 


MIDLAND, Tex.—The oil industry 
will be faced with problem of ab- 
sorbing surpluses of both producing 
and refining capacities beyond cur- 
rent needs by the end of this year, 
and the problem may further be com- 
p:icated by the return of Iranian oil 
to the world market, L, F. McCol- 
lum, president of Continental Oil Co., 
said in speech at the University of 
Texas. 


However, the “dynamic nature of 
American business assures a long- 
term growth in the demand for pe- 
troleum and its products,” Mr. Mc- 
Colium said, adding that nations 
which in the past have stood at the 
bottom of the ladder in standards of 
living and oil consumption may offer 
the potential markets of the future. 


He described large increases in pe- 
troleum demand in foreign countries 
as “a healthy sign,” and said these 
increases now are having “a very 
definite effect” on total world de- 
mand. 


United States and the world can 
count upon increasing supplies of oil 
and gas not only for the next few 
years, but for the foreseable future, 
provided that reasonable economic 
incentives, adequate materials and 
favorable climate for private invest- 
ment prevail, Mr. McCollum conclud- 
ed, 
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Benton Performed Service for Jobbers 
In Examination of Percentage Margins 


By Leonard Castle, Midwest Editor 


During the 17 

months he has 

been vice president of sales for 

Standard Oil Co. (Indiana), Dwight 

F. Benton has become recognized by 

all types of marketers as one of the 

straightest talking men in the indus- 
try. 

In three speeches before jobber 
associations in the past year, he has 
discussed jobber marketing problems 
openly and frankly and had demon- 
strated that he possesses a wide un- 
derstanding of the jobber operation 
even though his company historically 
has marketed direct. 

If there were any doubts that Mr. 
Benton is not one to mince words 
when he steps upon a platform, they 
were quickly dissipated by his speech 
last week before the Wisconsin Pe- 
troleum Assn. (See p. 33). 

He seized upon the most controver- 
sial subject concerning jobbers today 
—whether a percentage margin plan 
should be instituted to supplant the 
present fixed cents-per-gal. system— 
and raised a number of questions 
which he advised jobbers to study 
thoroughly before making a final de- 
cision. 

Naturally, not all of his listeners 
agreed with Mr. Benton. Many of 
them no doubt disagreed heartily. 
But everyone was in accord that Mr. 
Benton performed an outstanding 
service in bringing the percentage 
margin problem into the open and 
broadening the discussion of a sub- 
ject about which many people are 
either uninformed or misinformed. 

* . * 


Mr. Benton’s first speech to a job- 
ber group was delivered a year ago 
before the Illinois Petroleum Mar- 
keters Assn. It gave evidence that 
Mr. Benton wouldn’t hesitate to talk 
about controversial issues as he 
warned jobbers that competition in 
the oil industry in the years ahead 
would be more intense than in the 
past and that to remain competitive 
the Independent would have to be on 
his toes with good planning and sound 
business practices. 

He further urged jobbers at that 
time to look and plan ahead, if only 
for a few years, explaining that his 
company planned 15 years ahead. 

At the annual convention of the 
Indiana Independent Petroleum Assn. 
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last October, Mr. Benton further built 
up his reputation for fearlessness in 
talking about controversial subjects 
by condemning the “vicious practice” 
of stealing commercial accounts, and 
of granting dump _ discounts. to 
farmers. 
* * ” 

In addition to his lengthy discus- 
sion of the percentage margin theory 
at Milwaukee, Mr. Benton took cog- 
nizance of the new breakdown in con- 
sumer tank wagon prices to farmers 
which is beginning to develop again 
in many parts of the Midwest. 

He pointed out that the Midwest— 
the richest farm area in the world— 
is historically the only place in the 
country where the marketer can col- 
lect the margin of profit due him for 
the service he renders on deliveries to 
farm customers. 


ATLANTIC COAST 


“Sound business principles dictate 
that when the product has to be car- 
ried farther, in small loads, and often, 
that the price should be greater than 
for delivery close by, in larger quan- 
tities, and less frequently,” he ob- 
served. 

Unfortunately, he said, some mar- 
keters are so gallonage-thirsty that 
they have disregarded the principles 
of good business by carrying the 
dealer price into the country. And 
the same man who resorts to the 
dump discount is usually the one 
who complains that his profits are 
too small to permit the capital in- 
vestment that he needs for the bet- 
terment of his business, Mr, Benton 
commented. 

This column has been talking 
about dump discounts for many 
months and we believe that all mar- 
keters selling to farmers should take 
some time off to study Mr. Benton's 
remarks on the subject, assay their 
own position and practices, and decide 
where they’ll be a year from now, 
two years from now and five years 
from now, if the consumer tank 
wagon price disappears and all farm 
deliveries have to be made at the 
dealer price. 


Supplier's Switch in Marketing Policy 
Draws Praise of Empire State Jobbers 


By Raymond E. Bjorkback, Eastern Editor 


The Empire 
State Petroleum 
Assn’s staff has gone looking for 
suppliers’ deeds to rack up with the 
words connected with the API's new 
jobber advisory subcommittee, and 
the observance of “Consult Your Sup- 
plier Month”. It finds substantial 
encouragement in the performance of 
one company in _ particular—So- 
cony-Vacuum. 

Results of this excursion are set 
forth in an article in the latest 
issue of the association’s publication, 
ESPA. 

In New York State, at least ob- 
serves ESPA: 

“Whenever the supplier has taken 
the time to assemble the facts as to 
the economics of jobber-distributor 
operations, he has found not only 
that the jobber-distributor is ful- 
filling his role in the economics of 
petroleum marketing but also that 
the jobber-distributor is a leading and 
growing competitive factor.” 

The article recalls how a 1947 


study led Socony to readjust its 
marketing operations generally, a 
procedure marked in “many areas”’ 
by a switch from direct to in- 
direct operation. 

It recalls also Socony’s later-an- 
nounced “domestic marketing dis- 
tributor relations policy,” and how 
various Socony officials over the last 
few years have indicated that second- 
ary marketers were handling an in- 
creasing percentage of its over-all 
sales. 

It turns out, the ESPA article re- 
ports, that this percentage, in terms 
of distributors, now is 40%—that 
since 1938 Socony has increased the 
number of its distributors, jobbers 
and other resellers (not owning bulk 
plants) from about 1,350 to 2,543 
as of Sept. 30, 1952. 

How, then, about ESPA’s home 
grounds, New York State, which, 
along with New England, is “tradi- 
tional Socony land”? 


“The percentage of total volume 
of automotive gasoline, burning oils 
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and light fuel oils sold through dis- 
tributors, jobbers and (other) resel- 
lers in the New York State divis- 
ions increased from 25.2% in 1941 
to 42.8% in 1952,” the article says. 

It adds that this put the secondary 
marketers’ volume in 1952 fully 137% 
over their 1941 volume. For the 
same period, Socony’s total sales in 
the New York divisions increased 


39.4%. The recent-period record in 
volume increases is as follows: 
Total Indirect 
Sales Sales 
1952 over 1950 . .. 8.2% 16.0% 
1952 over 1951 . 3.0% 5.0% 


The ESPA article finds that the 
1941-52 percentages, if broken down, 
are “even more impressive, especially 
if we remember that until 1937 So- 
cony marketed primarily through di- 
rect operations”: 

“For New York State exclusive of 
the metropolitan New York area, 
16% of Socony’s gasoline was sold 
through independents in 1952. 

“Adding significance to this 16% 
figure is the fact that in upstate 
New York, Socony markets its gaso- 
line in the larger cities, such as 
Buffalo, Rochester, Syracuse, Utica, 


PACIFIC COAST 





» y Standard of 

os California went 
on record last week with its attitude 
toward universal credit cards. It 
doesn’t like them. 


Standard sent out a mailing piece 
to its credit card-holders explaining 
the all-purpose credit cards as they 
affect company customers. There 
was no mention of any universal 
credit systems by name or any di- 
rect criticism. But the inference is 
there. 

Here is what the company says: 

“You may have seen advertising 
signs displayed at stations selling 
other petroleum brands offering to 
honor your Chevron National Credit 


“For your protection, here are the 
facts about such signs and offers. . . 


“Only Standard Stations and In- 
dependent Chevron Gas Stations are 
authorized to honor your Chevron 
Credit Card. 

“Purchases you make at any other 
stations in the West are not charged 
to your account with Standard Oil 
Co. of California. Stations display- 
ing such signs merely open a new 
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Albany, Elmira, Olean and Bingham- 
ton, through direct operations which 
extend into a major portion of this 
upstate area. When this 16% is re- 
lated to the total upstate volume of 
Socony-Vacuum it reflects the ability 
of the jobber-distributor to amass 
volume sales in his marketing area. 


“Of Socony’s tank wagon sales of 
No. 2 oil, other than industrial sales, 
for 1952 in New York State, 92% 
was handled through Independents. 
Socony’s kerosine was also sold pri- 
marily through Independents—94%.” 

Socony started its indirect opera- 
tions in kerosine and fuel oil and 
gradually extended them to gasoline 
marketing, the article recalls, adding 
that the company’s aim is to obtain 
the greatest return for the stock- 
holder. 

The article concludes with the 
thought that: 

“These facts and figures and such 
policies by supplying companies as 
that expressed by Socony indicate 
that, for New York State at least, 
so long as the jobber-distributor 
maintains economically sound opera- 
tions he can expect to survive and 
grow.” 


Universal Credit Cards Get Frown 
From Major; Customers Given ‘Word’ 


By Frank Breese, Pacific Coast Editor 


account with you. You may be billed 
by that station or by a credit or 
finance agency with which the sta- 
tion discounts your charge slip. Hither 
way, you have the inconvenience of 
separate bills payable at whatever 
point they designate. 


“Only at Standard Stations and In- 
dependent Chevron Gas Stations do 
you get the dependable Standard prod- 
ucts and Car-Saver service to which 
your card entitles you.” 


Background on this is that a num- 
ber of stations subscribed to credit 
services which agreed to handle the 
accounts on a percentage basis. The 
subscriber was permitted to give 
credit to holders of major oil com- 
pany credit cards. Stations then dis- 
played this sign: we honor all major 
company credit cards. 


Some of them listed by name the 
companies whose cards were accept- 
able. Invariably, Standard topped the 
list. 


Standard began receiving letters 
from customers asking about dual 
billing. Some were puzzled, some 
were annoyed. These customers had 
assumed that listing of the name 


meant that they would be billed 
through Standard. 

So, last week’s mailing piece is 
the company’s effort to tell customers 
what universal credit cards mean to 
them and to discourage them from 
trading elsewhere. 


When gasoline and other petroleum- 
products prices recently went up on 
the West Coast, Standard put out a 
broadside for its dealers. Purpose 
was to give them background so they 
could explain the situation to cus- 
tomers. It recounted how the com- 
pany originally petitioned Office of 
Price Stabilization last year to raise 
ceilings and related the circumstances. 

Standard stressed this point: “Gas- 
oline prices, including the current in- 
crease, have been raised only 20% 
since 1925, excluding taxes. 

It noted, “All items up 51.4% since 
1925. Food up 74.2%. Clothing up 
65.4%.” 

7 . * 

In its annual report, Union Oil of 
California disclosed that in December 
it entered into an agreement which 
provides for the sale of several of its 
bulk marketing stations to an in- 
surance company. These facilities 
will be leased to the company for a 
primary term of 20 years, with options 
to renew the leases for seven succes- 
sive periods of 10 years. Six mar- 
keting stations were sold under this 
agreement during 1952, said Union 
Oil. 

It will be recalled that Urich’s 
Serve Yourself Stations reported in 
1951 that it was dickering with an 
insurance company over a deal like 
that. Idea was that the company 
would buy the stations from the Urich 
firm which would then lease them. 
With the cash, Urich would expand. 
They never got together on terms. 

Subsequently, Frank Urich made 
a deal with qa Japanese-Caucasian 
syndicate which calls for comparable 
arrangement for future development. 
The syndicate puts up the money, 
the Urichs build and lease the sta- 
tions. The first one under that ar- 
rangement was opened at Norwalk 
(Greater Los Angeles) recently. 


Fifteen West Coast companies were 
represented at last week’s regional 
oil industry TBA group meeting, in- 
cluding one that hasn’t gone in for 
TBA yet (Hancock Oil Co.). The 
organizers fee] that on the basis of 
that representation and the individual 
turnout (269 men) that the session 
is on the way to being an annual 
fixture. 

Sam Wheatly (Standard), the chair- 
man, set an informal atmosphere. As 
he opened the meeting, he asked 


* everyone to stand, turn to his neigh- 


bor, shake hands and introduce him- 
self. That broke the ice. (For story 
on meeting see p. 82.) 
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Comments From Readers 


FROM: Carlton W. Laird 


Panhandle Cooperative Assn. 
Scottsbluff, Nebr, 


I wish to commend you for re- 
printing the letter from E. W. Kreie, 
of Merrill, Wis., and his answer to 
some of your articles attacking co- 
operatives (see NPN Jan. 28, p. 30). 
We are, also, subscribers to NATIONAL 
PETROLEUM NEWS and enjoy the maga- 
zine greatly. It does an excellent 
job as a trade journal in the petrol- 
eum field. I have been concerned, 
however, over the editorials writ- 
ten by some of your area editors and 
the misinformation they have with 
regard to co-operatives. . . 


A person can be biased in his at- 
titude because of a lack of informa- 
tion, but there is no reason for a lack 
of information about co-operatives, 
if there was the true desire to be 
informed. . 


You will note from our letter-head 
that we are the largest taxpayer 
in Scottsbluff. If your editors would 
care to make a survey of any co- 
operatives in their area and compare 
them, from the standpoint of facili- 
ties, with any other oil companies in 
their communities, you will find that 
the co-operatives pay equal and, in 
most cases, more taxes to the com- 
munity than their competitors. If 
you will analyze the prejudice against 
co-operatives, you will find that it 
stems from the desire to see free 
enterprise preserved, but that free 
enterprise should then be limited. It 
is this selfish desire that causes the 
turmoil, and it is this suppression of 
free enterprise in its true form that 
can defeat Democracy. National 
statistics show about 6% of our 
people have investments in corpora- 
tions. In communities where co-op- 
eratives exist you will find a much 
higher percentage than this are 
owners of co-operative business. 


In Scotts Bluff County more than 
20% of the people are members of 
co-operatives, These are the people 
that know free enterprise from actual 
practice and will certainly defend it 
against Communism. 


We pay a federal income tax and 
have done so since our incorporation 
in 1942. Our Co-operative Whole- 
sale pays income tax, and the state- 
ment that co-operatives do not pay 
income tax is grossly misleading. 
It has been used, however, because 
it has been intended to mislead, and 
this is a hazard to our freedoms. 
Those few producer-types of co-op- 
eratives that have been exempt under 
a federal statute which provided ex- 
emption, have had to comply with 
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operating regulations that ordinary 
business would not even attempt to 
live within. By strict compliance 
to these regulations, they have been 
provided income tax exemption. In 
most cases, this was not necessary 
at this stage in our history, and 
the 1951 tax law has removed this 
completely. However, the people ut- 
tering the accusations against co- 
operatives on tax have still not chang- 
ed one particle, even though the law 
has been changed. By the same 
token, that the co-operative tax law 
was probably justified in its change, 
there is a possibility that other tax 
laws on corporations would war- 
rant change. 


The only difference in taxation 
on any corporation at the present 
time, be it co-operative or other- 
wise, is the double taxation on cor- 
porate earnings. It is unbelievable 
that corporations have not seen fit 
to represent their stockholders and 
to present bills for relief of this type 
of taxation, and I am sure that 
they would have been supported by 
farm groups and labor, and the pub- 
lic. It seems that they would rather 
be saddled with unnecessary taxa- 
tion in order that they could deal 
the same injustice to others. 


The statement has been often made, 
“Where would the taxes come from 
if all business were co-operative?” 
In the first piace, all business will 
never be of one kind unless we have 
stateism. In the second place, taxes 
are a part of the expense of doing 
business, and are always passed 
back to the consumers. Also, the tax 
is not levied on the right-to-do busi- 
ness, but only on that portion which 
an individual or a corporation wishes 
to keep for itself. The privilege of 
refund is used by many private cor- 
porations as well as co-operatives, 
and wherever any amount is refund- 
ed, they are exempt from tax on that 
portion. Business co-operatives are 
some of the largest in our country 
today and exist in such forms as, 
Railway Express, Associated Press, 
Federal Reserve Bank System, pri- 
vate grain exchanges, Grocery Whole- 
salers, druggists, and almost every 
field of business. All use the same 
privileges as co-operatives. 


Finally, you will find that the more 
direct taxes are made to the indi- 
vidual, the better decision we as 
voters will make in the selection of 
our political representatives to Con- 
gress, It is time that those of us 
who wish to see free enterprise ex- 
tended must be willing to live and 
let live. I see no sweeping ad- 
vantage to Democracy to insist that 
I must trade with some major oil 
company in order that they may pay 
my fair share of taxes. The Gar- 
gantuan tax structure that has 
grown will not be remedied by criti- 


cizing those that may be slightly 
different than we are. . . 


Editor’s Reply 


There are some points made in the 
foregoing letter which are well worth 
thoughtful consideration. Especially 
pertinent is the comment on the 
6% of our people who participate in 
corporation ownership as compared 
to the more widespread ownership 
of co-operatives. 


But we do not believe the change 
in the 1951 tax law removed the 
discrimination between co-operatives 
and conventional corporations. The 
latter must still pay income tax 
based on the full amounts of earn- 
ings, whether the earnings are dis- 
bursed as dividends or retained in 
the business. 


The so-called “refunds” of a co- 
operative, on the other hand, which 
are to a co-operative what dividends 
are to a corporation, are first sub- 
tracted from net earnings before the 
co-operative’s income tax is figured. 
Yet both dividends and refunds must 
come from the same source, the net 
earnings of the business, be it cor- 
porate or co-operative. Also co-op 
refunds may be made by certificate, 
rather than paid in cash, and still be 
deductible for income tax purposes. 
By that means a co-operative, may 
retain in the business as much cash 
as desired. 

In the case of conventional cor- 
porations, the taxing method creates 
the often criticized “double taxation” 
of dividends first as income to the 
corporation, and again as income to 
the stockholders who receive them. 
It is heartening to note that Mr. 
Laird also holds the view that “double 
taxation” is unjust. He takes the 
position that the only right way to 
correct it is to leave the tax on the 
individual, but remove it from the 
corporation. 

Also encouraging is his novel sug- 
gestion that corporations could have 
the double taxation feature of the 
tax law changed if they made a con- 
certed effort to do so. If he is right 
in his statement that “farm groups, 
labor and the public” would support 
such a move, then the business com- 
munity should proceed forthwith to 
initiate this long overdue reform. 
If and when that change is brought 
about, then conventional business cor- 
porations and co-operatives will be 
on an equal footing. 


To sum up, if we understand Mr. 
Laird’s position correctly, he wants 
it recognized that co-operatives now 
pay all of the income tax they should 
pay; he believes that if conventional 
corporations feel that they pay more 
income tax than they should pay, 
they have no one but themselves to 
blame. 
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CARDS ON TABLE—Pan-Am jobbers and management at first company-wide council meeting in New Orleans, June 9-10, 1952. 
Jobbers present were chairmen and vice chairmen of various state councils. Seated clockwise around table: W. W. Kellog, Mon- 


roe, La.; Mrs. Alice Giles, Pan-Am secretary, New Orleans; T. E. Buford, Selmer, Tenn.; James Hankins, Lebanon, Tenn.; Her- 


man Todd, Mobile, Ala.; Tom Jones, Montgomery, Ala.; Ira B. Foster, Hot Springs, Ark.; Joe T. Dehmer, Jackson, Miss.; W. 
W. Gresham, Indianola, Miss.; and Frank Lutenbacher, Pan-Am general manager of sales. Standing left to right: George Schnei- 
der, Baton Rouge, La.; H. S. Read, Pan-Am vice president in charge of distribution and marketing; Joe T. Rollins and Sam J. 


Allen, Pan-Am assistant general sales managers 


Pan-Am Listens When Jobbers Speak 


By JOHN BARTON 
NPN Staff Writer 


“The effectiveness of any distrib- 
utor program depends on the ex- 
tent to which distributors meet au- 
tonomously—without pressure or 
influence from company represen- 
tatives. Pan-Am is the first com- 
pany to cope with this problem suc- 
cessfully. Schemes that look sim- 
ilar have been tried elsewhere, but 
I don’t think they have worked 
very well. Ours does.”—Joe T. 
Dehmer, jobber for Pan-Am South- 
ern Corp. in Jackson, Miss. 

A lot of tough-minded jobbers are 
sold on Pan-Am Southern’s year-old 
“Distributor Council” program. They 


think it’s going to carry them, and 
their supplier, a long way. 

These jobbers have their eyes open. 
They agree with one who says, 
“There’s no perfection in this, or in 
anything else.” But despite this, the 
jobbers see they have something 
many others have demanded in vain 
for a long time—a pipe line to top 
management. 

Briefly, the Pan-Am plan works 
like this: 


In most of its marketing states, 
the company has a council of six 
jobbers, chosen by the jobbers them- 
selves. The function of each state 
council is to round up problems of 
fellow jobbers, talk them over, and 
do something about them. Every 
council meets two or more times a 
year, with company representatives 
available for consultation. Council 
members resolve each issue in one of 
three ways: 


1. By deciding what should be 
done themselves. 


2. By conferring with Pan- 
Am state representatives. 


3. By referring the matter toa 
company-wide council, composed 
of officers of each state council. 


This central council of jobbers usu- 
ally meets twice a year at Pan-Am’s 
home office in New Orleans. It, too, 
has complete freedom of action— 
plus the ear of top management. 
Working with the company, it helps 
make final decisions affecting all Pan- 
Am jobbers. 


Company Books Open—So great is 
Pan-Am’s confidence in the councils 
that it grants them another privi- 
lege unsuccessfully sought by many 
jobber groups—a look at the com- 


pany’s cost and profit figures (sales 
department operating records). 


Comments Pan-Am_. distributor 
Herman Todd of Mobile, Ala. (chair- 
man of the first two company-wide 
councils), “Distributors out on the 
firing line should know more about 
the company, and Pan-Am has laid 
its books on the table to explain 
what it can or cannot do about a 
problem.” 


That freedom is underscored by the 
company’s vice president in charge 
of distribution and marketing, Harry 
S. Read, when he says, “We show to 
our distributors what we wouldn’t 
show to anyone else.” 


Independents at Helm—tThis is in 
line with a key fact about the coun- 
cils, which Mr. Read says he “can- 
not overemphasize.” 

The jobbers run the show. 


“They have to, if it’s going to 
work,” he explains. “The councils 
must not be a tool in the hands of 
the company or of the state man- 
agers. Our representatives must not 
play too active a part, because we 
want to avoid making the meetings 
a sounding board. The greatest 
danger to the councils is company 
control.” 
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LAYING GROUNDWORK for state distributor council in Tennessee are these six Pan-Am jobbers with management representa- 


tives, shown at Memphis meeting in March, 1952. 


Clockwise around table are: R. C. Reynolds, Union City; Sam Westall, Colum- 


bia; T. E. Buford, Selmer; and Phil Jones, Knoxville (all jobbers); J. D. Sheehy, Pan-Am Tennessee state manager; Frank Luten 
bacher, Pan-Am general manager of sales, New Orleans; J. H. Bryson, Harriman; and J. H. Hankins, Lebanon (both jobbers); 
and C. J. Kollin, Pan-Am Tennessee assistant state manager 


Jobbers agree. As W. W. Gresham, 
Pan-Am distributor at Indianola, 
Miss., expresses it, “We're keeping 
the council in hands of the distrib- 
utors. We come out and tell the 
company what we don’t like.” 

In holding the councils at arm’s 
length, Pan-Am is also trying “to 
avoid having a bargaining committee 
or union.” As an example, Mr. Read 
notes that “discussion of margins is 
not one of the functions of the coun- 
cils, because that could be bargain- 
ing. The distributors understand 
this.” 

Mr. Read further emphasizes the 
conferences are “company councils— 
not industry-wide councils.” They 
are limited to working out “prob- 
lems of distributors and the company 
only.” Councils therefore refrain 
from discussing industry issues that 
might be taken up by state jobber 
associations. 


Teamwork Is Target — General 
Manager of Sales Frank Lutenbacher 
sums up Pan-Am’s thinking like this: 
“We have tried to make our opera- 
tions a team deal, so there is continu- 
ity of service—so that customers will 
not feel they are dealing with 200 dif- 
ferent outfits. We want our distrib- 
utors to appear to have the same pol- 
icies and programs, so they can com- 
pete with direct operations and in- 
crease their profit. 

“Take Dehmer (Pan-Am jobber in 
Jackson, Miss.). He’s our only sales 
agent in an area with a population 
of 250,000. We have to make him 
successful. Either Dehmer grows, or 
we don’t grow. 

“Jobbers and dealers should know 
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how and why the company does 
something. We try to give reasons. 
We don’t want them to say, ‘It’s 
company policy,’ and drop the thing. 


“As more distributors learn what 
we're doing at the councils, they 
will be better equipped to work with 
dealers. We want them to reach 
down to help the dealer through edu- 
cation and training, because that will 
build the continuity we’re after. 

“Finally, we try to show them why 
Pan-Am needs a profit. And it’s no 





How Pan-Am Operates 


Pan-Am Southern Corp. mar- 
kets primarily through jobbers. 
About 83% of its branded gas- 
oline sales by volume are 
through jobbers, with the rest 
through consignee or direct op- 
erations. 

A 27-year-old subsidiary of 
Indiana Standard, Pan-Am is 
the ultimate supplier of almost 
5,000 branded service stations. 
It lays heavy stress on over- 
the-road distribution, with 82% 
of deliveries to jobbers and 
dealers from terminals made 
by transport truck. 

The company has two refin- 
eries of about 30,000 b/d ca- 
pacity each—at El] Dorado, 
Ark., and Destrehan, La., al- 
though the Destrehan plant is 
currently off stream for mod- 
ernization. 











mystery. What good would Pan-Am 
be to jobbers if it went broke?” 


Field Reinforcements—By provid- 
ing close contact with local markets, 
the councils fill a gap in Pan-Am’s 
field coverage. “Because of our costs 
in selling through distributors,” Mr. 
Read observes, “we can’t afford more 
than a skeleton field force compared 
to companies using direct or con- 
signee operation. Without the coun- 
cils, we'd lack the close individual 
touch we need to do a full job.” 

However, Mr. Read stresses the 
councils “are not intended as a sub- 
stitute for personal discussion of per- 
sonal problems.” He notes that “our 
distributors call frequently at state 
offices, and sometimes visit New Or- 
leans.” 

Mr. Lutenbacher says it another 
way: “We still feel we need people 
present where things are happening.” 

What do Pan-Am jobbers think of 
the councils? 


Day in Court—“One of the biggest 
things,” says Mobile jobber Todd, “is 
the right to complain. If a fellow 
has a gripe, he can write to the dis- 
tributor on the council and get it 
off his chest. Then he’s not going 
around with grievances in his mind 
and heart. The smallest distributor 
in the state can put anything on 
the council agenda. If it’s worthy, 
and we can’t work it out in Alabama, 
it will go on down to New Orleans. 
If the company can’t do anything, it 
will go right back to the distributor 
with an explanation. And if his prob- 
lem is knocked out at the state lev- 
el, the distributor knows it was 
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this scene. 


INVITATION TO COMPANY MEN to sit in on Arkansas distributor council meeting, following talks by jobbers alone, produced 
Hefe State Council Chairman Ira B. Foster, Pan-Am distributor at Pine Bluff, explains council thinking to company 


men. Left to right are Floyd Clardy, Pan-Am assistant state manager; Sam J. Allen, assistant general manager of sales from New 
Orleans; Pan-Am jobbers C. C. Howell, Jonesboro; Herb Wrenn, Jr., Texarkana; and W. E..Tucker, Hamburg; Mr. Foster; 


knocked out by six of his fellow dis- 
tributors. He’s had his day in court. 


“Also,” says Mr. Todd, “the coun- 
cils let us find out why the com- 
pany is doing things. Often we find 
their way is better. The councils 
tell distributors that Pan-Am can’t 
do a lot of things they want, and 
obviously, distributors can’t get 
everything—any more than the com- 
pany can. The strength of the coun- 
cils lies not in how much either can 
get, but in airing many problems. It’s 
a two-way street, and Pan-Am has 
tried to be as fair as it could, and has 
been frank and above-board. When 
it couldn’t satisfy requests, it has 
given good reasons. The councils 
have gone far to increase good re- 
lations.” 


Mr, Todd believes a “big advan- 
tage” of the company-wide councils 
is that jobbers from different states 
can “exchange information on better 
methods in other states, and bring 
ideas back to our own states.” 


Information Exchange — Jackson 
distributor Joe Dehmer sees the coun- 
cils as “an opportunity to discuss 
on an equal footing the problems of 
both the distributor and the com- 
pany.” He says “it lets the dis- 
tributor bring first-hand information 
from the field that will improve 
marketing methods.” He calls the 
councils “especially important during 
the present transitory stage of busi- 
ness, when we need all the informa- 
tion we can get to analyze trends.” 


Jobber Responsibility—We do not 
meet to castigate our source of sup- 
ply,” Mr. Dehmer continues. “Rather, 
we recognize Pan-Am as an impor- 
tant factor that will contribute to 


and Pan-Am District Manager Emile F. Illg 


the success of our business. Dis- 
tributors must realize that they, too, 
are part of a big business. They 
can’t profitably do anything that 
hurts or penalizes the company. It’s 
not constructive for a bunch of fel- 
lows to go down to the company and 
demand another 0.5c per gal. unless 
they absolutely need it. We've got 
to consider the company’s interests.” 


Plan Is Born—The foundations of 
Pan-Am’s councils were laid in the 
1930’s, when the company began 
changing to jobber distribution. In 
the process it set up as jobbers a 
great many former Pan-Am_ con- 
signees, dealers and salaried men. 

Two factor resulted which the com- 
pany believes “may be peculiar to 
Pan-Am”: 


First, its jobbers have now 
been unusually close to the com- 
pany for many years. (See table 
showing years of association on 
p. 49). 

Second, the jobbers have 
built up a large fund of know- 
how and experience in local mar- 
kets. 


How best to tap this potential had 
been discussed for a long time by 
Pan-Am and its jobbers—with the 
council. idea gradually taking shape. 


“We knew we had resources in job- 
ber experience and in our own think- 
ing,” says Mr. Lutenbacher. “The 
thought was to put the two together 
to see what we could make of them.” 

Last February, the company de- 
cided to go ahead. A letter from 
the home office directed each state 
manager to choose six jobbers from 
his state, hold an organizational 
meeting and get things rolling. 


How State Councils Work 


Today, Pan-Am has six-member 
councils in Alabama, Mississippi, 
Louisiana and Tennessee. Arkansas 
has a three-man council for its 18 
jobbers. But since Pan-Am at pres- 
ent has only three jobbers in Ken- 
tucky, no council has been formed 
in that state. However, Pan-Am 
says, ““When Kentucky is further de- 
veloped, it too will have proper coun- 
cil representation.” 


Each state is divided into six geo- 
graphical regions, with every coun- 
cil member responsible for contact- 
ing all jobbers in his area. Pan-Am 
made the original appointments of 
men for one, two or three years, to 
get the program started. But new 
members, chosen by councils them- 
selves, will serve full three-year pe- 
riods. 


At the first state meeting each 
year, council members elect a chair- 
man and vice chairman, both for one 
year only. 


Pan.Am has suggested that coun- 
cil membership be rotated among 
various jobbers in a state. But one 
jobber who has served on a council 
thinks only about 50% of the dis- 
tributors in his state have operations 
broad enough to make them familiar 
with most problems that might arise. 
He believes some of the smaller op- 
erators could best participate by sub- 
mitting matters for discussion. To 
avoid unwieldiness, the councils do 
not let non-members attend meetings. 


Pan-Am representatives on hand 
usually are the state manager, the 
assistant state manager, and one of 
the company’s two assistant general 
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sales managers from New Orleans, 
Joe Rollins and Sam Allen. 


Agenda Is Key—The whole purpose 
of the councils is to talk over an 
agenda of jobber problems—prepared 
in advance of the meeting. The 
agenda is developed in this way: 

—The state council chairman 
writes letters to the other five mem- 
bers, asking them to request jobbers 
in their areas to submit problems for 
the agenda. 


—When replies have all been re- 
turned to the chairman, he draws up 
a written agenda and sends it to 
Pan-Am’s state manager. (The com- 
pany’s legal department has asked 
that this be done as a double check 
on illegal subjects, such as prices. 
One council chairman notes the com- 
pany “has never tried to keep any- 
thing legal off the agenda.’’) 

—Next, the state manager adds to 
the agenda any matters the company 
would like discussed. He then re- 
turns the agenda to the chairman, 
who routes it to all jobbers in the 
state well in advance of the council 
meeting. 

Informality rules at conferences, 
which often are shirtsleeve sessions 
with the chairman taking charge at 
the head of a table. 

After he has covered the agenda 
and council members have nailed 
down questions or recommendations, 
they invite in company men from a 
nearby room for final talks. 

This procedure is reversed at some 
of the councils, where Pan-Am men 
are consulted first. Furthermore, at 
Alabama meetings company represen- 
tatives so fdr have been in the room 
for practically all discussions—at the 
request of the council. But even 
here, 80% of the talking is done by 
jobbers, with Pan-Am men mainly 


giving opinions when asked, or ex- 
plaining the company’s position. 

More than half of all problems 
brought up by jobbers are usually 
disposed of by council members them- 
selves. Many are cleared up by Pan- 
Am representatives, and about one- 
quarter are referred to the company- 
wide council. 


Free Speech -—- No punches are 
pulled at the meetings. Herman Todd 
says, “The members need no encour- 
agement to speak out. The only 
thing we worry about is whether 
it’s legal. Nobody worries about 
what Pan-Am thinks. There is no 
bad temper that leaves scars, but 
you never heard livelier discussions.” 

Councils stick to the agenda, and 
members are ruled out of order if 
they depart from it. 


To keep everyone informed, the 
council (with the aid of a secretary 
furnished by the company) prepares 
minutes after each meeting. These 
are sent to all jobbers in the state 
and to Pan-Am management, describ- 
ing briefly each subject discussed and 
the action taken. 

State councils are normally held in 
the spring and fall, preceding com- 
pany-wide councils. They could be 
called more often if the chairman de- 
sires, but Mr. Todd believes “two 
meetings a year are enough. There 
would be less interest if more were 
held, and attendance would drop off.” 

Meetings are held in a central lo- 
cation, often in Pan-Am’s state head- 
quarters city. But this is up to the 
council. Gathering in a hotel, council 
members begin about 10 a.m., recess 
for a Pan-Am complimentary lunch- 
eon, and then finish their business by 
the middle of the afternoon. This 
allows many jobbers to drive to and 
from meetings the same day. The 











jobbers prefer Tuesday, Wednesday, 
or Thursday meetings to those held at 
the start or close of the week. 


The ‘Big’ Council 


Although the state meetings are 
vital as clearing houses for hundreds 
of individual jobber problems, it is 
down in New Orleans at the com- 
pany-wide councils that distributors 
and management really come to grips 
with basic policy decisions. 


This central council consists of 
the chairmen and vice chairmen of 
each state council. It sits down at 
the same table with Pan-Am’s top 
marketing officials. And in the past 
year it has made changes in com- 
pany operations (see p. 50). 


The company-wide council meets 
twice a year—once in the summer 
(when progress of the current year’s 
marketing program can be appraised) 
and once in the fall (when plans 
can be made for the year ahead). 
Company-wide councils are not held 
until after all state councils have met. 


Council members first choose a 
chairman and a secretary from their 
group. They then review minutes 
of the state councils and prepare a 
“master” agenda. After the council 
has pinpointed recommendations or 
questions, it meets with Pan-Am of- 
ficials. These usually are Vice Presi- 
dent Read, General Manager Luten- 
bacher, and the two assistant gen- 
eral sales managers. They them- 
selves have important matters to take 
up, but Mr. Read says, “We definite- 
ly do not have a loaded-down agenda.” 


Subjects often are returned to 
state councils for more data or dis- 
cussion. Or they may be analyzed by 
Pan-Am specialists brought into the 


PAN-AM’'S MARKETING TERRITORY 
(Figures Show Jobbers) 


How Long Jobbers Have Been with Pan-Am 


Numbsor 25 or From From Less 
of More I15te25 65to 15 Than 

Jobbers Years Years Years 6 Years 
Alabama 56 7 17 17 15 
Louisiana . 44 8 15 11 10 
Mississippi . 50 6 20 14 10 
Tennessee .__.. 38 4 10 19 5 
| eae + 25 62 61 40 


100% 13% 33% 32% 22% 


*Pan-Am also markets through 18 jobbers in Arkansas 
and three in Kentucky. However, relations with these 
jobbers have been relatively short, since Pan-Am en- 
tered Arkansas in 1947 and Kentucky last year. 
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room (lubrication engineer, advertis- 
ing manager, TBA manager). 

A jobber acts as secretary at such 
councils because more conclusions are 
reached than at state councils, and 
he can understand these better than 
a secretary. Following the meeting, 
he dictates his notes to a Pan-Am 
stenographer, who has them mimeo. 
graphed as minutes. A _ supply is 
mailed to state chairmen, for relaying 
to other jobbers. 


Company-wide councils meet for 
two days, six to eight hours on each, 
with Pan-Am paying all expenses. 


The Future—What’s ahead for the 
councils ? 

As far as Pan-Am is concerned, 
they are permanent. The company 
has only one reservation: “It’s all 
up to the distributors. The program 
will succeed only if they make it 
work. But Mr. Lutenbacher predicts 
“the real benefits are going to be 
progressive. We will get more pro- 
ductivity from the things we do, be- 
cause no one in the home office can 
think of all the intimate problems of 
distributors. What we're doing today 
will bear fruit in a couple of years 
when distributors are convinced the 
councils will work.” 

Jobber Todd is already convinced. 
“I certainly feel they should be con- 
tinued indefinitely,” he sums up. “If 
they continue on sound lines—I would 
hate to be without them.” 
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Jobber Councils Pay Off in New Ideas 


Although -Pan-Am’s councils are 
only a year old, they already have 
brought many tangible benefits to 
jobbers and the company. 


Dozens of troublesome issues have 
been thrashed out at company-wide 
councils alone, And these do not 
include the far greater number of 
individual jobber problems weeded out 
at state sessions. Subjects on which 
policy decisions have been made 
range from third grade gasoline, 
cheap motor oil and LP-gas—to drum 
deposits, credit cards and farm so- 
licitation. 


Station Building—“One of the most 
important results of the councils,” 
in the opinion of one jobber, was the 
station financing program, 

Pan-Am has been worried about 
the ability of its jobbers to develop 
new stations. A 1952 home office 
report stated: 

“Distributor profit formerly used 
for station expansion is now being 
diverted to working capital because 
of higher tax rates, ever-increasing 
cost of labor and material, and the 
fact that steadily increasing sales 
volume at higher price levels is rais- 
ing accounts receivable and inventor- 


ies. A building that cost $6,000 in 
1940 now costs over $15,000, plus 
grading, driveways, etc. Thus, sta- 
tion development is being squeezed 
from two directions: (1) increased 
costs, and (2) the need for more 
operating capital by distributors.” 

Around the council table, Pan-Am 
and its jobbers worked out a pro- 
gram of longer-term loans for sta- 
tions—up to 15 years. The company 
now makes these available to jobbers, 
and “underwrites the obligation to 
the financing institution.” 


Bulk Plant Rentals—This had been 
a headache for Pan-Am. In estab- 
lishing as jobbers many men with 
limited financial resources, the compa- 
ny charged low rentais in leasing 
bulk plants to them. But after the 
last war, maintenance costs and 
taxes increased greatly—while rentals 
remained unchanged. The result was 
a big annual loss to Pan-Am. 

Through the councils, the compa- 
ny “explained this situation to dis- 
tributors, and was able to have them 
accept a larger share of the burden 
as sensible businessmen.” 


Better Advertising—Pan-Am thinks 
it is getting more for its advertising 
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dollar now that it has councils to 
prejudge ad material. 


“Many of our distributors,” states 
General Sales Manager Lutenbacher, 
“are very shrewd businessmen. If 
given a chance to analyze our ad- 
vertising, they can check its value. 
We think we know what’s good. 
But field testing either confirms our 
judgment or develops a new point 
of view.” 

Pan-Am Advertising Manager Hal 
Yocky concurs. “We listen closely 
to the distributors. When they line 
up in a set pattern on an idea, we 
think there’s something to it. For 
exampie, we have shown councils 
rough sketches of our point-of-sale 
material, and have had excellent sug- 
gestions.” 

Mr. Yocky recails that last year 
some jobbers wanted a manual to 
help sell farmers. So Pan-Am pre- 
pared a 32-page booklet, “How to 
Save $213 a Year on Your Tractor.” 
It included pictures and explanations 
of company lubricants. 

“Another time,” Mr. Yocky states, 
“the councils thought a handout piece 
would be a good idea to keep motor- 
ists happy while waiting in line at 
station openings.” The result was a 
four-page folder, “Meet Pan-Am!” 
It described the company’s back- 
ground with a special plug for Pan- 
Am heavy duty motor oil. 


Commercial Accounts—These are 
less troublesome now. “Of course 
our jobbers worry about them,” says 
Vice President Read. But council 
talks have helped shape Pan-Am’s 
commercial account policy of pro- 
tecting its jobbers. This policy was 
summarized in a December speech 
by President Bruce K. Brown as fol- 
lows: 

“Any consumer business we take 
must meet two tests. First, our 
distributor handles it for us and gets 
a fee for his_ services. Second, 
neither he nor we are interested in, 
or will take, a particular item of 
business uniess it is profitable for 
for us both. . .” 


Grease Sales Aid—Jobber sugges- 
tions at councils led Pan-Am to re- 
vise the printed matter on its grease 
containers. Jobbers told the company 
the grease would sell better if the 
label gave the use of the product 
(for wheel bearings, etc.) as well as 
the brand number. 


Larger Oil Cans—tThe councils pre- 
vailed upon the company to start 
selling motor oil in five-gal., kerosine- 
type cans, maintaining this would 
help sales to the farm trade and 
small fishing fleets. 


Longer Contracts—As a measure 
of the faith Pan-Am is placing in job- 
bers, the company has embarked on 
a policy of longer-term jobber con- 
tracts, As a jobber establishes him- 
self as a sound businessman, Pan- 
Am is offering contracts in excess of 
one year. ' 
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Billups Purchases 
Orlando Company 


ORLANDO, Fila.—Billups Petro- 
leum Co. of New Orleans has ac- 
quired from J. Paul Peek the whole- 
sale business of Orlando Fuel & Oil 
Co., including some 60 Spar brand 
stations and a large tire recapping 
plant, for a reported $1,000,000. 

W. L. Billups, president of Billups 
Petroleum, said a few of larger sta- 
tions in Spar chain will be taken 
over directly by Florida Service Corp. 
of Jacksonville, a Billups subsidiary. 
These will be converted to Billups- 
type stations and will fly Billups 
flag. Operation of the Orlando com- 
pany otherwise, Billups said, will con- 
tinue along lines it has in past. 

Mr. Peek will remain as a vice 
president and chief adviser of the 
Orlando company. Other officials of 
the new company will include: 

H. H. Peyton, now a Billups vice- 
president, president of the Orlando 
firm; Guy C. Billups, vice president; 
W. H. Montjoy, Billups general coun- 
sel, secretary-treasurer; C. C. Pey- 
ton, general manager; Jimmie Cryer 
and H. L. Heafner, directors. 


Malco Stock Purchased 


NPN News Bureau 

CHICAGO—Malco Refineries, Ros- 
well, N. Mex., has acquired a sub- 
stantial portion of stock of the New 
Mexico Asphalt & Refining Co., 
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Artesia, N. Mex., and an option on 
the balance, according to Robert O. 
Anderson, president of Malco. 

No change is planned in manage- 
ment of Artesia plant, but crude 
throughput may be boosted from 
8,000 to 10,000 b/d. 


Sterling Sells Stations 
To Sinclair Refining 


ROCHESTER, N. Y.—Withdrawal 
of the Sterling gasoline and oil inter- 
ests from the Rochester retail mar- 
ket was indicated in a transaction in 
which John T, McIntee transferred 21 
service stations to the Sinclair Re- 
fining Co., according to papers on 
file in the county clerk’s office. The 
cash transaction, which totaled $400,- 
000, involved outright sale of nine 
stations, and assignment to Sinclair 
of leases on 12 others, as well as 
trucks and rolling stock. 


California Company Moves 
Three State Divisions 


NEW ORLEANS—tThe California 
Co. said it will transfer Utah and 
Arizona areas to Standard Oil Co. of 
California, and Oklahoma area to 
Standard Oil Co. of Texas, effective 
March 1, “to obtain a better balanced 
division of operating territory in the 
United States between the parent 
company and its domestic explora- 
tion and producing subsidiaries.” 
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Gasoline Prices Raised 


Increase in gasoline prices averaging 0.5c per gal. in 
New York State and New England by Socony-Vacuum 
highlighted oil market developments the last week in 
February. 

With gasoline the exception, status of most refined 
products east of the Rockies was easy. Nevertheless, 
the recent glut of Nos. 1 and 2 fuels at Great Lakes Pipe 
Line terminals was reduced, and improvement resulted 
partly from colder weather at northern points along the 
line, but mostly because of restrictions on tenders. Trade 
comment, however, was that there still are large stocks 
of distillate fuels on hand at all terminal points. 


Socony’s gasoline price boost, first along the Eastern 
Seaboard since price decontrol by Office of Price Stabiliz- 
ation and company’s first boost since July 1950, was 
being studied by other eastern marketers. 

“During the ensuing two and a half years (since com- 
pany’s last price hike in July 1950), large sums have 
been spent to raise. . . quality,” Socony said in announc- 
ing its increase, adding that “wages, transportation, build- 
ing and other costs in. distribution and marketing have 
risen substanially.” 


Reaction among principal suppliers to Socony’s move 
was mixed, with several doubting that price hikes would 
spread to the rest of the Atlantic Coast. Two days 
following the Socony increase, another supplier announced 
he was meeting the boost in New England but was 
making no change in his prices at points from New Jersey 
to Florida. 

Tide Water Associated and Sinclair Refining met 
Socony’s increase. On the other hand, Esso Standard 
President Hope said his company has no intention of 
making any general increase in gasoline tank wagon 
prices “at this time,” believing “ample supply situation” 
doesn’t warrant it. 


“At several points,” he said, “we shall want to make 
appropriate adjustments to reflect relative changes that 
have occurred among some of our markets and products 
during the period when prices were frozen, and we will 
correct these prices when and where marketing conditions 
permit. 

“Although there have been substantial increases in 
transportation and other distribution costs, as well as 
general wage and salary increases, we do not think that 
at this time the present ample supply situation warrants 
a general increase.” 

Socony’s new dealer and consumer prices for Mobilgas 
(regular grade) at principal points in New England 
and New York, effective Feb. 26, are shown in the table 
on p. 61 of this issue. 

In the Middle West, Standard of Indiana increased its 
dealer and consumer prices for gasoline and naphthas 
0.1 to 0.2c per gal., effective March 2, at many points 
in its 14-state marketing territory, according to reports 
to NPN. Sources pointed out that amounts of advances 
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by Socony in East 


approximated freight rate increases put into effect while 
OPS ceilings were in force and mostly are in rural areas. 

Gasoline at the Gulf was appraised by the trade as 
falling into two categories. Product testing 87 octane, 
or better, was held closely, while that testing 84 and 
below was “temporarily weak.” No quotations at lower 
prices were indicated, but several sources said bids at 
“0.125 to 0.25c off” for 83 oct. regular would bring out 
supply. 

In the Mid-Continent, gasoline stocks were high, but 
prices remained steady in face of on-coming spring de- 
mand. A few in the trade said they “felt” that gasoline 
for tank car shipment was easy. A large refiner, on the 
other hand, said he “looked for’ a strong market all 
summer in “pipe line” gasoline and at the moment his 
own position was short over the season. 


Meanwhile, in the Chicago refining district, some re- 
finers had “normal” February stocks of gasoline on hand, 
others said their inventories were low and a strong push 
in demand would make them buyers. One refiner boosted 
his FOB Chicago District prices 0.2c per gal. for both 
regular and premium-grade to 12.6c and 13.6c, respec- 
tively. His price hike left range of quotations unchanged 
at 12.1 to 12.75c and 12.85 to 13.75c for the two grades. 

Generally mild weather over most of the nation kept 
demand for light fuels in check and made for easy prices. 
At the same time, material offered at “discounts” failed to 
move, which caused one large refiner to comment that 
“there is no sense in cutting prices.” 

At New York Harbor, refiners and terminal oper- 
ators continued to quote 10.65c barges, for kerosine and 
9.65c for No. 2 fuel, but indications were that these 
products would “come out in quantity” on a firm bid 
of 10c for kerosine and 9.3c for No. 2. 


In Chicago District, prices for range oil dipped 0.25c 
on the low to 10.75c and for No. 2 fuel by 0.125c to 
9.875c. Very little trading was indicated at these prices, 
or at “discounts.” A “sizeable” inter-supplier transaction 
in No, 2 fuel was reported at 9.75c, but at same time, 
material was idle in open market at 9.625c to the trade. 
Several reports indicated range oil was available at 
10.5c and No. 2 at 9.5c, but no trading was reported. 

Distillates mostly were quiet at the Gulf, but sources 
said sales of kerosine for cargo lifting from prompt to as 
far ahead as June had been made at low quoted price of 


’ 9c. It was pointed out, too, that there was a “considerable 


movement” of clean products from Gulf-Caribbean area 
to U.K./Continent with European buyers “enjoying low 
tank steamer rates” on current purchases. 


In foreign trading, coverage of three cargoes of 48-52 
d.i. gas oil for shipment to Germany was made at “low 
Oilgram, date of lifting. Gulf cargoes” (currently 8.125c 
per gal.). Two of the cargoes will be shipped from 
Gulf-Caribbean area and the third from Persian Gulf. 

Argentine Government Oil Fields, Ltd., reported re- 
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Summary of Daily Gasoline Prices (Feb. 24 through March 2) 
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ceiving offers in its New York office for requirements 
of two cargoes of distillate-type oils for March-April 
loading. 

Argentine requirement for one cargo of gas oil (45 
cetane) one bid was placed at 8.4c and another at 8.395c, 


tanker rates. It was said that the first U.S. flag T2 
was put in lay-up since rates began to fall several 
months ago. In the world fleet, on the other hand, 
about 16 ships have gone to lay-up in the same period, 
mostly old and less than T2 size ships. 


both FOB ship at the Gulf. A bid of 8.3c and one at 
8.39c, FOB ship at Gulf, were made on single cargoes 
of minimum 40 4.i. Diesel fuel. 

General inactivity in coastwise shipping brought a 
new low for recent years in charter market when fixture 
of U. 8. flag T2 was disclosed for two trips North of 
Hatteras beginning March 8, option Gulf or NWI loading, 
at rate equivalent to USMC minus 40%. At minus 40%, 
Gulf-New York rate figures $1.71 per ton. 

Chartering sources, however, said recent lay-up of 
tonnage was an arresting factor to further declines in 
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The drop in ocean rates for North of Hatteras destina- 
tions tended to unsettle residual markets on the Hast 
Coast, but prices were reported unchanged. In Chicago 
District, suppliers met “low cost” residual in-shipments 
from the Mid-Continent by cutting prices as much as 0.3c 
per gal. Chicago District prices for No. 6 ranged from 
5.45 to 6.05c, down 0.15c on the low. The new low com- 
pares with delivered tank car price from Mid-Continent 
of 5.54c ($0.80, Group 3) for this grade. 

Tank wagon prices for heavy fuel in Chicago dipped 
0.25c per gal. for residual fuels the second time in a 
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month when the Hughes Oil Co. quoted No. 5 at 8.9c and 
No. 6 at 7.75c, effective Feb. 26. On Feb. 6, Standard of 
Indiana reduced its tank wagon prices for residuals for 
deliveries of 750 gals. and over to 9.15c and 8c, re- 
spectively for the two grades. 


At Buffalo, Socony-Vacuum lowered its No. 6 price 
0.55c for all levels of delivery on Feb. 25. New prices 
are 8.45c for tank car/tank truck lots, FOB company’s 
terminal, and 9.65c for tank wagon deliveries. 

In specialty products both propane and butane were 
easier with propane appearing at “discounts” in the Mid- 
west and Mid-Continent (see p. 63). 

Demand continued slow for lubricating oils, but fairly 
active for scale wax. Crude (dark green) petrolatum was 
reported increasingly tight by one Western Penna. refiner 
who said he received a bid for his production for next 12 
months. 


Retail price developments follow. Prices do not include 
state and federal taxes, totals of which are shown in 
parentheses. 

Hartford, Conn, (6c)—Little over-all change indicated, 
although one major supplier increased his tank wagon 
price for regular-grade to dealers by 0.9c to 14.8c, or 
0.7¢c lower than Socony’s new posting to dealers on Feb. 26. 
“A few” major brand outlets boosted their prices 1 to 2c 
to 19.9c. Other major dealers mostly are at 17.9c. 


Wheeling, W. Va. (7c)—Major brand dealers cut their 
prices another 1c to 15.9c for regular, while city’s one 
private brand outlet dropped 0.9c to 14c. Total cut at 
major brand stations is 3c. 


GULF COAST 


Gas Oil Dominates Trading 


Sales and offerings of gas oil made up most of the 
trading activity at the Gulf during the past week. Mean- 
while, distillates generally started to “come out,” and 
some grades of gasoline eased pricewise. 

Gas oil sales against some recent foreign inquiries were 
indicated with reports that German buyers had obtained 
three cargoes of 48-52 d.i. at “low Oilgram, date of lift- 
ing.” Two of the cargoes reportedly were sold from the 
U. S. Gulf, with the third to originate in the Persian 
Gulf. Although these transactions are said to complete 
the current German requirement, trade advices in New 
York were that inquiries for two additional cargoes were 
in the market. 

No action was reported on the demands for gas oil 
from Sweden and Belgium, but several quotations against 
an Argentine tender were made for loading at the Gulf. 
Against Argentina’s requirement for one cargo of gas 
oil (45 cetane), one seller bid 8.4c and another 8.395c, 
FOB the Gulf. On that country’s requirements for a cargo 
of Diesel fuel (minimum 40 d.i.), one seller bid 8.3c and 
another 8.39c. 

Products other than gas oil were relatively quiet. Two 
Liberty cargoes, one of kerosine and the other of No. 2 
fuel, were offered for early March loading, and most 
grades of gasoline under 92 oct. were freely available 
for prompt lifting. The offerings of distillates were 
made at 9c for kerosine and 8c for No. 2 fuel, it was 
understood. 

Interest in heavy fuel was waning with the approach of 
spring, according to several reports. The product was de- 
scribed as “loose,” but no “discounts” (off $1.50) were 
presently available. 

Consensus in the trade was that all products are ob- 
tainable with the exception of top-grade premium gaso- 
line, and it was indicated that a considerable number 
of refinery units may be closed temporarily for clean- 
outs. This may tighten up supplies somewhat, several 
traders said. 


ATLANTIC COAST 
New York, New England ‘Gas’ Prices Up 


Wholesale prices for gasoline ranged higher at points 
in New York and New England following moves by 
Socony and other suppliers during the past week. Prices 
for most other products were unchanged, and, at New 
York Harbor, “distress” conditions in the ocean tonnage 
market made for easy quotations for spot quantities. 
Heavy Diesel and No. 4 fuel prices were firm, however. 

Regular-grade gasoline in tank car lots was quoted 
0.6c higher by some suppliers at Boston, Portland and 
Providence, and 0.8c higher at Albany and New Haven. 
At Boston, New Haven, and Providence, prices for regu- 
lar gasoline in tank car lots ranged up to 14.3c per gal., 
while at Albany prices ranged to 14.4c, and 14.5c at 
Portland. However, at the close of the week, many sellers 
continued to quote the “old” price-freeze levels. 


Trading in wholesale lots generally was quiet, accord- 
ing to most reports. The combination of clean tanker 
rates at “minus 15%” and dirty rates at “minus 45%,” 
plus freer supplies at the Gulf, tended to stifle buyer 
interest in bulk lots at New York Harbor. 

Despite the increases in gasoline prices made by a 
number of suppliers, the product still could be bought at 
“discounts” from some sellers at New York Harbor, 
trade sources said. And on kerosine, it was “almost im- 
possible to find a spot buyer,” according to one seller, 

While New York Harbor suppliers generally continued 
to quote 10.65c for barge lots of kerosine and 9.65c for 
No. 2 fuel, there were unconfirmed reports that the for- 
mer could be bought at prices down to 10c and the latter 
down to 9.3c. One Independent and one major supplier 
at New York reportedly were “very long’ on kerosine, 
and other suppliers said they had “plenty en route.” 

Residual fuel demand was quiet, but sellers continued to 
seek new customers at “discounts” and “cut road rates” 
continued at both New York and Boston, it was said. 
At New York Harbor, suppliers’ quotations for No. 6 fuel 
ranged from $1.90 to $2.00 per bbl., unchanged. 


CHICAGO DISTRICT 
Prices Dip on Light and Heavy Fuels 


Mild weather and slack demand brought price declines 
for light and heavy fuels in Chicago District last week. 
Generally gloomy picture was brightened somewhat, how- 
ever, when one refiner raised his prices for both regu- 
lar and premium-grade gasoline by 0.2c. 

Local suppliers said they were attempting to erect a 
“fence” against in-shipments of No. 6 fuel delivering in 
Chicago at 5.54c and 5.66c ($0.80 to $0.85, Group 3) by 
lowering their quotations to 5.45 to 5.7c for high-sulfur 
No. 6 and from 5.6 to 6.05c for low-sulfur grade. New 
price ranges represent reductions on range lows of 0.3c 
and 0.15c, respectively, No. 5 fuel ranged from 6.45 to 
6.7c, down 0.25c on the low and 0.3c on the high, 

Quotations for light fuels also were down with No. 
2 fuel ranging from 9.875 to 10.25c and range oil from 
10.75 to 11.375c, a decline on low side of 0.125c and 0.25c, 
respectively. Both products reportedly were available at 
still lower prices, however. Sources said No. 2 fuel could 
be bought in transport lots at 9.75c and in large quantity 
at 9.5c, Range oil reportedly was available at 10.5c, al- 
though most suppliers said product was in much better 
position than furnace oil. A “sizeable” sale of No. 2 
fuel, on an inter-supplier basis, was disclosed at 9.75c. 

Gasoline was “unusually strong” for the pre-season 
period. One refiner boosted his prices 0.2c for regular- 
grade to 12.6c and to 13.6c for premium-grade. While 
others reported inventory positions ranging from “in 
balance” to “low,” no further price changes were made. 
General comment, however, was that gasoline consump- 
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tion has been high in a record mild winter, and it will take 
large quantities of product to fill pipe line terminals and 
lake terminals once the heavy consuming season starts. 


MIDWESTERN (Chicago-E. St. Lovis Area) 
Distillate Price Ranges Narrow 


A reduction by one refiner last week narrowed price 
ranges for distillate fuels by 0.125 to 0.375c in the Mid- 
west. Residual fuels were unsettled in open market with 
disclosure that product was available to brokers below 
$0.75, Group 3, for resale. Gasoline was quiet. 

Refiners’ quotations for distillate fuels ranged as fol- 
lows: 41-43 kerosine, 8.5 to 8.625c; 42-44 kerosine, 8.5 
to 8.875c; No. 1 fuel, 7.75 to 8.375c; and No. 2 fuel, 7.25 
to 7.75c.. Marketers offered No, 2 fuel at prices rang- 
ing upward from 6.875c and No. 1 from 7.625c, but re- 
ported no sales. 


Meanwhile, however, considerable improvement was re- 
ported in supply status of Nos, 1 and 2 fuels at Great 
Lakes Pipe Line terminals. Some of the improvement 
was brought about by withholding of tenders at points 
of shipment and partly by good heating oil weather 
at northern terminal points. 

Buyers’ reports indicated an unsettled open market 
for No. 6 fuel when it was disclosed product was avail- 
able to resellers “in spots” at $0.70 and $0.725, Group 3. 
Purchase of 10,000 bbls. of No. 6 at $0.70, for resale, 
was disclosed. Quotations reported by refiners for No. 6 
to the trade ranged from $0.85 to $1. 


CENTRAL MICHIGAN 
Distillates Steady, Gasoline Strong 


Despite mild weather last week, Central Michigan re- 
finers said distillate shipments maintained a steady pace 
and prices, likewise, were steady. 

Gasoline, especially higher octane grades, were in strong 
position as spring fill-up time drew closer. 

Little change was indicated in residual fuels although 
some refiners said there was less “sniping” at consumer 
accounts. 

Prices for all products were unchanged. 


MID-CONTINENT 
Cold Weather Eases Burning Oil Stocks 


Cold weather helped to clear out some of the “dis- 
tress” burning oils in Great Lakes Pipe Line system, re- 
finers in the Mid-Continent said the past week, but tank 
car trading continued very slow, with few buyers in 
market for any product. Refiners’ quotations were stead- 
ier than in recent past, although No. 6 fuel was off 5c 
in North Texas, ranging upward from $0.95. Open 
market sales remained light. 

Most trade sources said there were few cases of burning 
oils in pipe line being on demurrage. Supplies, however, 
remained plentiful at most terminals and it still was a 
case. of marketers being more interested in getting rid 
of material already on hand, rather than buying additional 





Crude Oil Prices 


Ohio Oil boosts Wyoming crude oil prices (see 
p. 63). No other changes reported in crude oil 
prices in week ended Feb. 28. For complete price 
schedules see p. 46-47 in Feb. 25 NPN. 


Correction: In S.O. California table, prices 
shown in Column 11 apply for Elk Hills (Stevens 
Zone) instead of Column 10 prices as indicated 
on p. 47 of Feb. 25 NPN. 
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NPN Gasoline Index 


Cents Per Gal. 
Dealer T.W. Tank Car 
BEE De ectccts ee nheres enane 15.43* 11.80°" 
Ddouth ABO ...ccses- 15.25 11.63 
VORP AGO: csc scvccveswocesac 15.13 11.57 

Dealer index is an average of dealer tank wagon prices 
ex tax 19 50 cities. 

Tank car index is weighted average of following wholesale 
markeis tor reguiar-grade gasoline, FOB refineries or ter- 
m.nals: Okla., Midwest, W. Penna., Calif., N. Y. Harbor, 
rh.ladelpma, Jacksonviile, Boston and Gulf Coast 

*Feb. 16 & 23 figure revised to read 15.32. 

**Feb. 23 figure revised to read 11.79. 











supplies. Few calls were in market for distillates to be 
shipped north by tank car, while tank car marketers 
reported offerings to them of light oils at 0.75c to 0.875c 
“under published prices.” 

Sale of No. 2 fuel to a Gulf Coast buyer at “Oilgram 
Gulf Coast cargo low, date of shipment, delivered Hous- 
ton” was disclosed by inland Texas refiner. This was first 
sale of distillates to Gulf Coast confirmed by inland re- 
finers, although several have been negotiating with 
coastal buyers because of “soft” northern market. 

Reseller in Oklahoma reported offering No. 6 fuel 
to buyers at $0.725, although most sources said No. 6 
available at $0.70, for resale, was “scarce.” Most sup- 
pliers continue to hold high sulfur for $0.75, low sulfur 
for $0.85, although occesionally small lots of high sulfur 
material showed up at $0.70. 

Little activity was reported in either gasoline or lubri- 
cating oil markets. Generally, gasoline remains in fair 
shape locally, but is in little demand at northern points. 
Lubricating oils for most part continued weak, although 
one South Texas lubricating oil refiner said his South 
American business continues good. Same refiner added 
that domestic demand is very light. 

There were no reports of any transportation difficulties, 
with both clean and dirty tank cars in adequate supply. 


WESTERN PENNA. 
Lube Trading Remains Quiet 


Lubricating oil demand continued slow with virtually 
no trading reported in Western Penna, the last week in 
February. At end of second week after 15c per bbl, 
crude price increase, refinery prices remained unchanged 
for all products. Crude petrolatum supply was increas- 
ingly tight, however, and export prices of finished pet- 
rolatums were stronger. Domestic scale wax demand 
continued steady. Gasoline supply was ample, light 
fuels in balance with demand. 


Most refiners indicated over-all slowness in lubricating 
oi] buying, both in base stocks and in sales volume of 
branded motor oils. Inquiries were more numerous al- 
though orders were slow to develop and considerable 
“shopping around” was evident, refiners said. Neutral, 
200 vis., was “most firm” among base lube stocks, with 
product generally held for 26c. While sale of 1,000 bbls. 
of bright stock at 25c, low quoted price, was reported, 
most sources stated that bright was easier than 200 
neutral. Light neutral and most cylinder stocks re- 
mained weak. 


Supply of crude (dark green) petrolatum had tight- 
ened to point where prices were “quite firm,” with one 
refiner declaring he had received bid for his production 
for next 12 months. Domestic surpluses of finished 
grades for most part have been disposed of since start 
of strike at one large petrolatum refirfery, and export 
prices continued to improve. Sales of snow white at 7 
to 7,125c, and of amber at 5.125 to 5.25c, FAS New York, 
both 0,125c higher than 10 days earlier and 0.25c higher 
than in January, were disclosed. Price firming is not due 


(Continued on p. 63) 





Oil PRICE SECTION 





Prices at Refineries and Terminals and by Tank Wagon 


PRICES IN EFFECT MARCH 2 


Prices herewith are juced from Platt’s OILGRAM Oil distribution or publication. During period of short supply, some sellers 
Prise Serview, aaseciated with National, Fetmtotue tome iy and at all sellers, withhold quotations to new customers or the 
resentatives in all NPN-OILGRAM offices devote their time exclusively posting of firm prices but give OJLGRAM the prices they otherwise 
to reporting oil industry prices everywhere. would quote to the trade in general and which they confine to their 
Prices shown in tables are sales prices or quotations or general offers regula’ customers only, @nd_such prices appear im the peice tables. 
er posted prices by refiners, by pipeline terminal operators, and by Gasoline ratings are by ASTM Research nee ond ase minnie 
tanker terminal operators; for current sales and shipments; for the busi- ratings, except where letter M is used to indicate that octane rating 
ness day or period stated; except Tank Wagon prices, prices are for by Motor Method. For further details of price conditions apply 
bulk lots such as tank car, truck transport, barge; prices applying to to any NPN-OILGRAM office or see back of any OILGRAM Price 
Soutien ee Giennnig ie anak aot ane aeeeet ine ee ee Service invoice. 

Gneries or terminals; in cents per , except per where $ sign 

shown; wax and petrolatums in cents per pound; ex all fees and taxes; For complete priee See nly Se aes ee 
for crude oi] and its products lawfully produced and transported; re- pub! office, New York, Cle and Houston, — 7 
ported as received by OJLGRAM and National Petroleum News but not ce Service, + 1213 West 3rd St., Cleveland 13, Ohio, Ann 
guaranteed; for subscribers’ private use only and not for resale or Subscription rate in U. 8.: $150 per year, payable in advance. 




















GASOLINE CALIFORNIA ARK, (For shipment to Ark, & La.) 
OKLA., Group 3 (Okla. shpt.) 90 Oct, Prem, .......... «(2)14.1-18.1° a 
88 Oct. Prem, ............ (3)11.5-11.875 Oe: Oe. WOE a es ca ckaee x(2)13.1-15.6* y 
Oct. Reg. .........2... (4)10,5-10.875 Francisco Dist.: 8.125 
80 Oct. Reg. ........+.++- sees 90 Oct, Prem. .,......-. 17.85~-18.6 os 
60 Oct. M & belew ...... 9.625-10.125 OO Mee es ick cosuss 15.85~-16.1 $1.75 
San Joaquin Valley Dist.: . 

OKLA., Group 3 (Northern shpt.) 90 Oct. Prem, .......... _ 17.85-18.6 4 
S bay — yrunanlegge tae > 80 Oct. Reg. .........-. 15.85-16.1 

: tm... " " * Correct for Feb. 23 also; shown incorrectly WESTERN PENNA. 
60 Oct. M & below ...... .5~-9.875 in Feb. 25 NPN. 8 Ww 30°) Ss 

WESTERN (Group basis OTOSING 2 ncn e cece esvncee . 
yy Prem. eee oa 1L-ST6-11.78 55 eetane Diesel Sick ips ae 11(2) 
SOA. A ae KEROSINE, GAS & FUEL ONS =o mt I ead 

» am wasn ot ? OKLA., Group 3 (Okia. shpt.) 5 Se TO a oWkdesiaucanan 10.75-11.2 
s —_ (tense & Now Men, ane. os aaah GBA Ee ccna £58 pe stad fuel ....+. 10.25 

TEM. .... 00 eee0es 2-13. CE RARE Horta s. caste 8.5-9 : 
90 Oct. Prem, ........... 12.75(2) ONS ta eae 8.5-8.75(2) ers nl agama .- a. 
OB Cot, PREM. ~.. 006 vivecs 11.75-12.75 58 & above D.I. Diesel .. (2)8.25-9 = " ~. ecccsceses on on 48 
86 Oct. Prem. ........+-. ide eS MME, suche ces ie 7.75-8.75 al ee tye Aa am 
84 Oct. Reg. ...........-. | 10,75-11.7 og Dt ee eae Re. 7.26-8.5 ap ~~ tedagegeseopnnei er 
82 Oct. Reg. ......+..+++. (2)10.75-11.25 WON eds ée'ct et 7.25-7.875 36-40 eas’ oud seeeeees . 108 
80 Oct. Reg. ........s000- ees EE TR ae $0.85-1.20 gravay seeceeee 
60 Oct. M. & below ...... (2)9.75-10.8 Fistebergh : PPR HS 
OKLA., Group 3 (Northern shpt.) wee esseeeneeesnes . 

‘ SUM is can nak ate 10.65 
te a ee ae ee Mat OOF cree. oes tite 
Se ie cc mee ee oS Re Se ceece 
Be 6 ~ iterate = 58 & above D.I. Diesel .. (3)8.25-9 2 Gurty t8 ..... i. -eeeeee 
84 Oct. Reg. ........----. 10. 75~11.25 No, 1 fuel .. : i. (*) Prices of some Bradford-Warren District 
82 Oct. Reg. .........f/..-  10.75-11(2) No, 2 fuel .. sellers to bulk commercial consumers are 0. 15¢ 
MM UE siiccccenen, |< vent No, 3 fuel .. ss higher than prices shown above, 

60 Oct. M & below ......  10.25-10.5 poet Peet WHd MURS Ke 00'S 6 
MIDWESTERN (Group 3 basis) py Bg mak : 
oS Oe Ps ae 41-43 w.w. steeeees (3)8.5-8.625x Range oll ....-..+--es0s++  11.55-12.25 
90 Oct. Prem. ccna Tete $306 W.w. +++ (4)8.5-8.875x 46-49 w.w. kero. ......... 11.55-12.4 
88 Oct. Prem. |.......... (2)11.75-12 Range ol} ...-...--..--00. 3 P.W. distillate ..... Sirsa (2)11.5-12(2) 
86 Oct. Prem. |.......... 4 58 & above D.I. Di + (2)8.25-8.75 No, 2 fuel ...ccccceeceees | 10.75-11.5 
84 Oct. me. pies Sain 3 76-11.25 No, 1 fuel .. “ 7.75-8.375(2)x SBD <6 coincide cescOs 10.5-11(3) 
82 Oct, MR ee rent os mint No. 2 fuel .. . 7.25-7.75(2)x U.G.I. gas oll ........+-- (2)8.5-9.7 
80 Oct, Reg. ............. baron No, 6 fuel ..+.++++-- seeee  $0.85-1.00 No. 5 fuel .............., (3)6.25-8.25(2) 
60 Oct. M & below ......  9.875-10.5 N. TEX. (Texas & New Mex. shpt.) Sie AE ainaknu das suber (3)6-8 
2)8.75-9.5(2) 
OENT. W. TEX. (Truck transport lots) ' - ub0—Guetations of 5.0. Chie Ser delivery te 
88 Oct, Prem. .........-. et Ohio points: ss aie 
82 Oct. Reg, ..-.csee-eee 10.75 se ReTOuine ++ e+ee0+ es ees 1.9 
ptaguacucaant oes = $0.95-i.50 UL keeseareee 10:7 
- (For shipment te Ark. & aioe: me Mex. shpt.) Diesel (Light & Med.).... 11.7 
Gah, PUM racins oxtncc : pte ats 
88 Oct, Prem. 22000000001 HeBitear + (~~ Pearooncunpenene ee CALIFORNIA, 
FB ay below ...... 9.625 58 & above D.I. ty WGS TW. cas pecadvcs sce: 14.4-14.8 
acheive bios nee ‘ _ . -_ sates so Heavy fuel (PS 400) ..... 2.05-2.15 , 
KANSAS Kansas destinations only 9, po hated m Light fuel (PS 300) ...... .35(2) 
90 Oct Sn gihasemppactionp m11,569-11.8 No, © TU «2+ ++ sereeee $0.90-1.75 Dinest tus (PS 300)... 12.2-13.3 
88 Oct. Prem, .......+++++ 211,563-12.375 E. TEX. (Truck transport lots) mtove dist. (FS 360) sine ty 13.7-14.8 
$2 0ct” te bcah aiken inns 563-11.375 @1-43 W.W. «0-00 2-seeereee 9-9.25(2) ME EES doin oc cs nano ne 14.3-14.8 
82 Oct. Reg. ... x10. 11. 4B-44 WAW, o ceccccccces eee 9(3) Heavy fuel (PS 400) ..... 2.05~2.15 
watmanén 220%: 9.563-10.625 58 & above D.I. Diesel.... — 8.25-9.25 Light fuel (PS 300) ...... 2.35(2) 
ret conte egg ean fer og ; oa OY Bib fecomnmeees 9.125 Diesel fuel (PS 200) ...... 12.2-13.3 
io. eee ee cececesors eore Re Se: 13.7-14.8 
eee No. @ fuel .....c. .:.0.. $1.00-1.85 + pay Pacer + Pp 
90 Oct. Prem. . 13.76-14 CENT. W. TEX, (Truck transport lets) 40-43 WLW. on ccccececeeess (2)13.8-14.3 
86 Oct. Reg. -............ 12.75(3) priser Heavy fuel (PS 400) ..... «1.95-2.10 
~~ 8 ow eRe ty eee 41-43 W.W. «02-40. - serene +4 Light fuel (PS 300) ...... —_x2.25-2.30(3) 
Se Oct Prem. 13.75-13.9 58 & above D.1. Diese... . 8.75 Diesel fuel 200) ...-- 11. 7-13.2 
os Get Fak J . U.G.I, gas Ol) ..+++---+++- sees Stove dist, (PS 100) ......  x10.8-14.7 
SE Sie tees, ses sccscncaes, See ameeee it, 0 BOM cohmvekantes save ape 
Pittebargh: Six OWE cel ceecdonecaes 
90 Oct, Prem. ...+++++++- 13.9(2) i BU a aeck Fess assess ans 
86 Oct, Reg. «.-+.0++00e+- 12.9(2) No. 6 TUG) one nevesccecess $1.40 NATURAL GASOLINE 
Ohio points: > 5 ” GANEAD ee Eenee & oe (Group 3 & Breckenridge prices are to biend- 
86 Oct. Reg. ‘ i om 14.0 SS Sf apo. err eee (2)8.75-9.875 ers on freight basis shown below. Shipments 
a ae 52 & below D.I. Diesel... . 8.63-9.25 may originate in any Mid-Continent manufac- 
CENTRAL MICHIGAN 58 & above D.I, Diesel.... 8.63-9(2) turing district.) 
(FOB Central Michigan refineries) No. 1 fuel .....-. Hogs dese (2)8.5-9.625 FOR GROrP 3 
90 Oct, Prem, ......+-++. (2)13.5-14.75 No. 2 fuel .......cqcesee. 7-875-9.25 tan &, > et ge Sheematadhiden 
86 Oot; Pen. ip. cas ees. gust ee No. ‘ fuel Ficeenvaseude wis sp gu ee 
82 Oct. Rem. 1. ....2..2. ()12-28-12.75 Se, MUN. os, ce ccoevewss 1.05-1.40 Seek WEME oc vanksosaces 5( Quotations) 
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Oil PRICE SECTION 





Prices are for sales made, or offers reliably 
oan 28 SARIN & CRETE CD, 


Viscous Neutrals—No Soot. Vis. at 70° F. 200 
Ye (180 at 100°) 420-425 2. 
P. 


FOB Tulsa basis, for domestic shipment enly 
nee vis. at 210° Neutrals, vis. at 


14-15(3) 
14.5~-15.5(4) 
15.5-16.5(3) 


Stocks 
600 a.r., olive green 


GULF COAST—Solvent Refined Lubes. 


From Mid-Continent grade crude. Prices FOB 
ship at Gulf for export. 


18 


. (2)18.25-19.5 


(Vis, at 100° F, FOB 8S. Tex., refineries for 
domestic and/or export shipment.) 


(5)10.5-11 
(5) 12-13 
(5)13-14 
(5)14-15 
(5)15-16 
(5)16-17 
(3)17-18(3) 


(4)10.5-11 
(5)12-13 
(5)13-14 
(5)14-15 
(5)15-16 
(5) 16-17 - 
(5)17-18 


Rae ages 
al 


Refinery & Terminal Prices (Continued) 





ty SCULLY SIGNAL COMPANY  conwiit! 3°". 








Marketer of Petroleum Products 
NEW ENGLAND PETROLEUM CORPORATION 


New York 











METAL CLAD TANK INSULATION 


Our Welded Web insulation method is incorporated within standard 
specifications of five major oi] companies—all repeat order customers. 


This procedure permanently protects perishable insulation on Asphalt 
and Bunker “C” Tanks. 


No costly painting—ever—with rust-proof aluminum. 
and Now: A METAL CLAD ROOF SYSTEM 
welded to the deck, accommodating any insulation—any thickness. 


This adaptation of side wall procedure, possesses the unique ad- 
vantage of a rugged promenade surface. Proof positive against 
wind and weather. 


BLOMELEY ENGINEERING CORPORATION 


Hobart Bidg. Perth Amboy, N. J. PErth Amboy 4-0473 

















Pi nnsyLvania Grade Crude, rec- 

ognized the world over as Nature’s 
finest, is refined by UNITED’s modern equipment under 
rigid quality control. This outstanding combination of a 
superlative source plus exacting refining methods assures 
UNITED's jobbers and marketers of getting the best . 
100% Pure Pennsylvania Lubricating Oils of the highest 
quality. Why not put YOUR brand on UNITED’s products? 


Write for free, illustrated book, “A Story of Progress”. 





THE worto's Faced .100% PURE PENNSYLVANIA O1L 


lure 


UNITED REFINING COMPANY, WARREN, PA. 


MEMBER P.G.C.O.A PERMIT No. 24 
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OIL PRICE SECTION 





Refinery & Terminal Prices (Continued) 


PRICES IN EFFECT MARCH 2 
ATLANTIC & GULF COASTS 











Prices are of refiners, FOB their refineries & tanker terminals and of tanker terminal operators, 
FOB their terminals. Ships’ bunkers prices are exclusive of lighterage. 
92 Oct. 90 Oct. Oct. Oct. Kerosine 
District Prem. Gasoline Prem. Gasoline Reg. Gasoline Reg. Gasoline Ne. 1 Fuel(*) 
N. Y, Harbor 85-15 13.85-14.35 12.85-13.6 10.75(19) 
do barges . 13.75-14.9 13.75-14.25 12.5-13.4 10.65(19) 
Albany ..... 14.2-16(3)x 14.2-15.2 12,7-14.5(3)x 11.05(9) 
Baltimore .. 12.9-15(2) 12.9-13.25 11.9-13.5 eee 10.85(10) 
do barges . 12 8-13 11.8-12 oe 10.75(9) 
Baton Rouge. eve eeee cess ® 
do barges . eece ecee cove 11 eeee 
Boston ..... «15.7-15.8(3)x 14.96-15.2(2) (5)13.7-14.3(3)x 12.7 10.95(16) 
Charleston .. 13.3-14.475 13.3 (2)12.3-12.475 cove (3) 10.7-10.9(2) 
Corpus Christi 12.5-13.5 12.5 11.5(2) beoe 
er 12.25-13.3 12.25-13.8 (2)11.25-11.3 9.25-9.75 
do barges . 12.25-13.3 (2) 12-12.25 11.25-11.3 9-9.25 
Wille . 13.6(4) 13.3-13.6(2) 12.3-12.6(7) 11.4(11) 
Miami .sccos §gese 13.6 11.5(2) 
Mobile ...... 13.4(3) 13.4 12.4(8) whew 10.4(4) 
New Haven.. 15-15.8(2)x 15 13.5-14.3(2)x Caen 10.95(8) 
New Orleans. 12.6 12 11.6 11.25-11.3 9.7-10.15 
do barges . 12.6 11.6 11.2-11.25 9.7-9.95 
Norfolk ..... 12.9-14.6 12.9-13.2 11.9-12.6 eeee 10.75(7) 
Pensacola ... 3.4 13.4 12.4 oars 10.4(2) 
Philadelphia . 15.15-15.2 15.15 (2)13.7-13.9 Sets 10.85(10) 
do barges . 15.05 15.05 13.6-18.8 10.75(10) 
Port Everglades 13.6(3) 6 12.614) 11.5(5) 
Portland .... %15.3-15.90)x 15.05-15.3 (2)13.8-14.4(2)x 11.05(9) 
Providence ..- x15.2-15.8(3)x 14.95-15.2 (2)13.7-14.3(2)x 10.95(9) 
Savannah ... 13.6(3) 13.3(2) (2)12.3-12.6(6) ° 11.45(7) 
Tampa ..... 13.4(3) 13.3-13.4 12.3-12.4 e 11.15(8) 
Wilmington, 
N, «+s 13.05-14.56(2) =: 13.05 -13.2 12.05-12.55 12.05 (3) 10.7-10.9(4) 
Diesel OU Light Diesel 
Gas House Shore * Ships’ Bunkers 
No.2 Fuel® Gas Oil* No, 4 Fuel No. 5 Fuel (50 cet., 55 d.1.) (45 cet., 45 d.i.) 
N. Y,. Harb. 9.75(19) 9.85 (11)$3.02-3.56 $2.55 (8) 10.15-10.25 $4.24(4) 
do barges 9.65(18) - (11)2.99-3.46 52 eces cove 
Albany ..... 10.05(12) 10.45 3.75 10.46(4) eens 
Baltimore .. 9.85(11) 9.95 3.05(3) 10.25(5) 4.24(4) 
do barges. 9.75(6) vexs 2.99(3) tes aie & 
Baton Rouge 8.4 8.8 ode 8.8 3.49 
do barges. .... cose eeve cece sass 
habeas 9.96(16) 10.35 coves 10.35(6) 4. 27-4.28(2) 
Charleston 9.9(5) ogee eees 10(2) 4.18(2) 
Houston ... 8.625-8.75 eae cone 8.5(2) 3.40(6) 
do barges. (2)8-8.5 eee 2.35 osee cece 
Jacksonville. 10.4(8) ove eeee 10.4(6) 4.481(5) 
Miami ..... 0.5 ses coos 10.5(2) 4.473(2) 
Mobile ..... 9.5(2) “ ees 9.5 cove 
New Haven. 9.95(10) Gees 3.15 10.35(5) éans 
New Orleans 8.5-8.7(3) ons eeee 8.7-9.1(2) 3.49(3) 
Norfolk 9.75(6) 10.15 3.00 10.15(4) 4.19-4.24(2) 
Pensacola 5 eace eeee 5 obese 
Philadelphia. 9.85(10) 9.95 (3)3.06-3.10 10.25(8) 4.24(4) 
do barges. 9.75(9) near ones AAR pe 
Pt.Evergiades 10.5(4) eee5 eee 10.5(6) 4.4T3(3) 
+++ . 10.05(9) 10.45 ooce 10.46(4) oéae 
Providence , 9.95(9) 10.35 10.35(4) 4.28 
Savannah .. 10.45(7) 66% 2.71-2.76 10.45(6 4.452(5) 
Tampa ..... 10.25(5) eee ease 10.25(6) 4.368(5) 
a ES 9.9(7) 9.9 bees dees 10(2) 4,18(3) 
Ne. 6 Fuel No. 6 Fuel Bunker © Heavy 
oy 6 Fue Neo Sulfur No. 6 _ Max. 1% Fuad Diesel 
ae. Harb.. Oeee eer (4)$1.90-2.00(9) (3)$2.10-2.15 (3)$2.10-2.15 $2.00(10) $3.91(4) 
ANY ..ses \o tee seen sees seen eeee 
Baltimore 2.06(5) 2.00(4) 2.28 2.25 2.00(4) 3.91(2) 
Baton 63 1.60 ones : owns 1.60(2) 3.24 
Boston ..... 2.04(7) 2.04(5) 2.19 2.19 2.04(5) 
Charleston 1.98(2) 1.95(3) eee5 bene 1.95(3) oe 
Corpus Christi 1.63 1.60 ‘ avs 1.60(2) 3.15 
Houston 1.60-1.65 1.60(4) eves wes (8)1.60-1.85(2)  3.24(5) 
Jacksonville . 1.95(6) 1.92(6) . eee 1.92(6) eve 
Miami ..... 90 1.87 ee ee 1.87(3) ove 
Mobile ..... 1.68 1.65 ose eee 1.65 eos 
New Haven..  2.02(3) 2.02 oone cece 2.02(2) es 
New Orleans 1.63( 1.60(2) eee cose 1.60(4) 3.24(2) 
és 2.01(3) .1.98(4) oe one 1.98(5) see 
«eos 1.85 ana eace 1.85 eae 
Philadelphia 2.03(8) 2.00(8) 2.18(5) 2.15(5) 2.00(8) 3.91¢4) 
Pt. 1.90(2) 1.87(2) eeee cogs 1.87(3) eee 
eee 2,07(2) 2.04 re ooee 2.04 
Providence .(3)2.01-2.02(2) (2)2.01-2.02 2.26 «eo 2.01-2.02(2) 
Savannah .. 1.98(5) 1.95(4) eos 1.95(5) ee 
Tampa .... 1.87(5) 1.84(4) eevee ese 1,.84(5) ose 
NC 


S2A* Aitentie Coast outnation ond teematantn, 


commercial consumers are 0.15¢ higher than prices shown above. 











WESTERN PENNA, (T.., in Bulk) 
White Crude Scale: 


122-124 A.M.P, ...-eesee0s (3)3.75-3.875 
124-126 A.m.p, ....ss--0+. (3)3.75-8.875 


SEABOARD 


Melting points are AMP, 3° higher thas 
EMP. Prices are for carload lots. Domestie 
prices are FOB refinery; scale in bags or 
bbis.; fully refined, slabs loose. Export 
are FAS; scale in bags or bblis., fully refined 
in bags or cartons. 


Crude Scale N.Y. N.Y. Export 
124-126 white 5.6(2) (2)4.8-5.6(2) 
7.45 
7.45(3) 7-8 .15(3) 
7.45(3) 7-8 .15(3) 
sees 7.1-8.25 
7.55(3) 7.1-8.25(2) 
7.55(3) 7.25-8.4 
7.55(3) 7.6-8.75 
7.55-8.3 7.8-9 
9.55 eee 


CHICAGO DISTRICT PRICES 


Prices to jobbers & distributors in tank car 
and/or truck transport lots FOB refineries, 
pipe line terminals and inland waterway barge 
terminals. 


88 Oct. Prem. .......+++++ 12.85-13.75 

82 Oct, Reg. ...csecseceees (3)12.1-12.75 
ht 

NS EE. Soe cap oins ccodede «(2)10.75—11.375 

No, 2 fuel .. oe ee ee «ee €2)9.875-10.25(2) 

Heavy Fuel Oils 

No, 5, low sulfur 


«6.45 
. «(2)6.45-6.7(2)x 
«5.35-6.05 
x5.35—5.7x 


NAPHTHAS & SOLVENTS 


(FOB Group 3) 


No. 5, high sulfur .. 
No. 6, low sulfur ... 
No, 6, high sulfur 








Stoddard solvent 11.376(8) 
Cleaners naphtha . 11.875(2) 
V.M.&P, naphtha 11.8754) 
Mineral spirits .. 10.875(4) 
Rubber solvent .. 11.875(8) 
Lacquer diluent ... . (2)12.126-12.378 
Benzol diluent ............ (2)13.125—-13.625 
WESTERN PENNA. 

OU City: 

Stoddard solvent ......... 14 
Pittsburgh: 

Stoddard solvent ......... 15(3) 


OHIO—Quotations of 8.0. Ohio for delivery te 
Ohio points: 


-M.@P. maphtha ...........+.+- 17.0 
ineral spirits & stoddard solvent 16.0 
TUG BORVEME osc cc ccedecsucses 14.875 

E, TEXAS (Truck Trnapt. lots) 
Stoddard solvent .......... 11.25 


CENT. W. TEX. (Truck Trnspt, lots) 
Stoddard solvent 


ene ee eeee 
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Refinery & Terminal Prices (Continued) 
PRICES IN EFFECT MARCH 2 
GULF COAST—CARGOES, DOMESTIC & EXPORT, ALL 


Cargo prices are FOB ship at U. 8S. Gulf, minimum of 20,000 Lbis.. 
other refiners, export agents, or tanker terminal operators, The figure in 
price indicates the ber of companies quoting that price. 
viation Gasoline (MIL-F-6572) 


and are by refiners only te 





sees 17.75 
16-16.75 
15.75 


12-12.25(2) 

11. 75-12-12. 
11(2)-11.25-11.5(2) 
10. 75—11-11.25 
10.5-11(2) 

10-10. 25-10.75 


eee eee ee ennee 


53-57 Diesel index ............+. 
Heavy Fuels—Cargoes 
No. 5 Fuel, “ p.t. 


Posted Export Prices of Socony-Vacuum 
(Prices are per bbl. of 42 U. 8. exclusive o 
sales taxes, etc., if any; FOB point indicated, for pf. 
degree of gravity applies for gravities below and above those 
Type of Price 
Per Bbi. FOB Point 
$1.75 Ras Tanura, Saudi Arabia 
$1.81 (mm Said, Qatar 
$2.29 
$2.29 


Prices are of Creole Petroleum Corp, for sale and/or 
deepwater terminals at ports named, 
ments; 2c per bbl, differential per degree of gravity applies for gravities below 
shown, except for Lagunillas Heavy for which price shown applies Hew eg Me of gravity. Priee 
applicable for each cargo is that in effect at time vessel tenders for loading. For purchases made 
im fields, prices shown are basis for such purchases with deductions being made for ae 
and pipe line services in accordance with published tariffs. Purchases not subject to contracts with 
Venezuelan government are made at prices established by schedule shown below less lc per bbi. 


Crude 

Bachaquero . 

Tia Juana Heavy ..... Amuay 
illas Heavy ..... Flat Las Piedras or Amuay 

Tia Juana Medium .... 26- Amuay 

Tia Juana 102 L.P. ... Amuay 

Tia Juana Light 

Mara 


Fos 
Las Piedras or Amuay 


Puerto La Cruz 


Temblador .......--.-- . Caripito 


1952 
1 
1952 
1952 
1952 
Amuay 1952 
Las Piedras or Amuay 1952 
Tucupido 1962 
1953 
19623 
1962 
1953 
1953 


(Prices are for tank cars, barges or truck transport lots; aviation gasoline meet specification 
MIL-F-5572, unless otherwise noted.) 
District Grade 100/130 


17.6-18.6 
18.2 


Grade 91/96 
16.1-17.2 


90 Oct. Premium . —16. 
86 Oct. Regular ........ 14.5-15(2)x 
12.4515) 


11.95(3) 
1i.45¢4) 
Sidida veSnndut> SO 
(a) Delivered. Cleveland. 


U. 8. DOLLARS PER BBL. OF 159 LITERS 
Bunker Diesel (In Ships’ Bunkers, Diesel Fuel 
S or Deep Tank Lots) (P.8. 200) 


$3.75 San Pedro, Calif.. x§4.20(5) 
: San Francisco w4.41(4) 
3.75 Portiand, Ore. x4.62(4) 

. Seattle, Wash. «4.62(4) 


«$1.80(5) 
«1.85(4) 
«2.10(4) 
x2.10(4) 


4.10 
4.10 
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TANK CAR BUYERS 


* 
Uniform High Quality 
DEEP ROCK Oil CORPORATION 


PHONE 2-43 











DEPENDABILITY 


in 
TRANSPORTING AND 
MARKETING QUALITY 
PETROLEUM PRODUCTS 


MARTIN OIL COMPANY, INC. 
3536 S. Ist St., St. Louis 18, Mo. 








HARTOL 


PETROLEUM CORPORATION 
INDEPENDENT MARKETERS 


Maine to South Carolina 
630 FIFTH AVENUE, NEW YORK 20 N_Y 














Bunker OC Fuel 
(PS. 400) 











This is Your 
Market Place! 

Write today for Advertising 
Space Rates. 
TIONAL PETROLEUM NEWS 
1213 West Third 
Cleveland 13, Ohie 
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Allentown, Pa. 15.3 15.3 7.0 14.8 13.6 
Altoona ...... 15.6 15.6 7.0 13.95 
BETO wcccccoces o8s ves +. 15.35 13.95 
Greensburg ... 15.6 15.6 7.0 13.95 
Tg ..-. 15.3 1563 7.0 14.8 13.6 
Philadelphia .. 14.7 14.7 7.0 2 13.0 
Pittsburgh .... 15. 15.6 7.0 15.35 13. 

ing ...... 15.3 153 7.0 148 13.6 

eT 3 1.3 7.0 15.1 13.9 
Wilkes Barre.. ... ese +» W121 13.9 
Williamsport .. 15.6 15.6 7.0 15.1 13.9 

wae de «oes 15.0 15.0 7.0 14.5 13.3 
Wilmington, 

s coccscce S68 204.7 %7.0 2423 18.23 
Bridgpt., Conn. 148 14.8 6.0 eve 200 
Hartford ...... 14.8 15.1 60 ... 13.6 
New Haven ... nay 4.8 6.0 eos 18.2 

149 7.0 ... 18.4 
14.9 7.0 ... eee 
15.6 7.0 ... 14.1 
15.1 7.0 ... 186 
144.9 60... 13.3 
Camden, N. J. 14.6 14.6 5.0 14.0 13.0 
9 12.9 
6.0 14.3 13.0 
6.0 15.7 14.3 
6.0 15.9 14.7 
6.0 15.8 14.4 
6.0 16.0 14.6 
6.0 15.7 143 
6.0 16.9 15.2 
£8 .. 2s. 1828 
8.0 144 13.3 
Charlotte,” N.C. 15.4 16.4 9.0 13.9 126 
Jacksonville, 
Pid, cccesees MZ WD 0.0 ... one 
Mineral Spirits V.M.&P. 
T.W. Ww. 
Philadephia, Pa. .... 16.5 18.0 
Pittsburgh .......... 20.0 21.0 
Heavy Fuel Oils—T.W. 
No. & No. 6 
Philadelphia, Pa, ....... 7.86 5.83 


Notes: 


Kerosine—Thru Penna. & Del., add 2c per 
gal. for t.w. deliveries of less than 25 gals. 
at one time. Camden—aAdd ic for deliveries of 
100-299 gals., 2c for less than 100 gals. 

Mineral Spirits prices also apply to Stod- 
dard Solvent. 


Denver, Colo, ... 14.8 13.8 8.0 14.7 
Grand Junc. .... 17.2 16.2 8.0 17.1 
Pueblo ......6.. 15.6 14.6 8.0 15.5 
Casper, Wyo. ... 15.7 14.7 8.0 15.0 
Cheyenne ....... 15.7 14.7 8.0 15.6 
Billings, Mont. .. 17.0 cove 8.0 16.5 
Butte ......++6. 18.0 oe 8.0 18.2 
Great Falls ..... 17.0 ae 8.0 18.2 
Helena .....006. 17.5 oes 8.0 18.2 
Salt Lake U. ... 16.4 éove 7.0 16.5 
Twin Falls, Ida.. 19.1 ches 8.0 19.2 
Albuquer., N.M.. 16.0 15.0 8.5 14.9 
Roswell ........ 15.3 14.3 8.5 14.2 
Santa Fe ...... 16.3 ens 9.0 15.2 
Muskogee, Okla.. 13.7 12.7 8.5 12.9 
Oklahoma City .. 13.5 12.5 8.5 13.1 
SR ec ccecoccey SOee 12.5 8.5 12.5 


Gasoline tax column includes these city taxes: 
Albuquerque & Roswell, 0.5¢; Santa Fe, 1c; 
Cheyenne, 1c; Casper, 1c. 


Salt Lake City and Twin Falls gasoline 
and kerosine prices apply for deliveries of less 


than 200 gals.; 200-399 gals., deduct 0.5c; 
400 gals. and over, deduct 1 


Notes: 
T.W. prices are to consumers and dealers. 


effect March 2, 1953, as posted by 
their headquarters o, offices, but subject to later correction. i 
Inspection fees per gal., included in both ¢ and k 

unless otherwise specified, are as follows: 


jan 
1% to resellers, 2.5% to consumers. 


Notes: 
sae nt dl other deliveries of Chevron 
oe = Chevron Aviation 80/87, add to 
400-gals.-and-over price 1.0c for 40-199 gals.; 
0.5¢ for 200-399 gals., except for deliveries to 
Marine trade in Alaska (excluding Chevron 
Aviation 80/87) where 0.5c differential applies 
to 40-399 gal. delivery; for less than 40 gals. 
add 4.0c gal., except at Honolulu add 4.5c¢ for 
less than 40 gals. to Marine trade and less 
than 100 gals. to Shoreside trade. Prices for 
Chevron aration 80/87 at Salt Lake City ap- 


evron (Regular) for 
quantity” delivered, except at Salt Lake which 
is 1.5¢ gal. higher. For — than 40 gals. de- 
liveries, add 4.5c gal. 400-gals.-and-over 
price, except at Honolulu add 5.0c gal. for 
less than 40 gals. (Marine) and less than 100 
gals. (Shoreside). Add to Chevron Aviation 
80/87 quantity delivered prices, 2.0c for 91/98, 
5.0¢ for 100/130, and 8.0c for 115/145. 
Kerosine—T.T. prices, except at Salt Lake 
City, apply to deliveries of 40-199 et For 
other deliveries: less than 40 gals., add 4c; 
200-399 gals., deduct 3c; 400 gals 


Oll & Standard 
Stove Oll—T.T. prices are for deliveries of 400 
gals. or more, For other deliveries: 40-199 
gals., add a 200-399 gals.. add 0.5c; less 


HUMBLE amate 
Gasoline Gaso- Kerosine 

OIL Regular ine Tank Re 

T.W. Retail Taxes Wagon tail 
Dallas, Tex.. 14.0 19.0 6.0 12.8 17.0 
Ft. Worth .. 14.0 19.0 6.0 12.8 17.0 
Houston .... 14.0 19.0 6.0 12.8 17.0 
San Antonio. 14.0 19.0 6.0 12.8 17.0 


Notes: 


T.W. prices are to all classes of dealers and 
consumers. 





principal marketing companies at 
prices, 





Gasoline tazes, shown in Ala. Beg on gasoline; 1/20¢; Fla. 1/8c; Ill, 3/100c; Bn 
2/25c; Kans. 1/100c; La. 1/32c; Minn, 5/200c; Mo. “e. Neb. 2/100e; 
Nev. 1/20c; N. C. and. Wise. LE ng 1/20c; Okla, 2/25c; 8S, C. 1/8; 8. D. 
1/40c; Tenn. 2/5c; ise, 3/100c. 
f i fees only: Ala. 1/2¢; Icwa 1/50c; Mich, 1/5c. 
CHEVRON Esso 
STANDARD OF (Regular) Av. 80/87 Gaso- (Regular Grade) 
tn ete. coe om Dir sine 
400 Gals. & over e 
San Fran., Cal. .. 16.1 19.6 6.5 T.W. T.W. Taxes =. 
Los Angeles ...... 15.6 19.1 6.5 6 4.6 56.0 MM. 
OED. osc cccecccs 17.2 20.7 6.5 6 4.6 5.0 13.9 
Phoenix, Ariz. esee 2a 21.7 7.0 6 14.5 17.0 ag 
Reno, WOE oaks 18.6 22.1 7.5 7 14.7 7.0 1. 
Portland, Ore, .... 16.6 20.1 8.0 9 4.9 %7T.0 14.5 
Seattle, Wash. .... 16.6 20.1 8.5 4 15.4 8.0 +94 
Spokane ......... s 38 21.3 8.5 0 14.0 8.0 14. 
Tacoma .......... 16.6 20.1 8.5 1 4.1 8.0 14.0 
Boise, Idaho eweste 17.0 22.7 8.0 5 14.5 8.0 14.4 
Salt Lake, i. ween. Eee 19.4 7.0 3 16.3 8.0 4 
Honolulu, "7. mb. a 17.2 20.7 8.5 2 16.2 _ 3.8 3 
Fairbanks, ‘Alaska. 29.0 32.5 4.0 ‘4 9 os s 
SUN oo Viisvcces 18.3 21.7 4.0 z ry se 944 
4 15.4 4 7s 
Kerosine Standard 8 15.8 9. ‘ 
T.T. Stove0il 0 16.0 9.0 14.4 
40/199 T.T. 7.T. 0 16.0 9.0 15.1 
(400 3 15.3 9.0 18.7 
(ex all taxes) OO MB 98 cece 
San Fran., Cal, .. 20.1 12.7 14.2 = es $-8 °4 
Los Angeles +» 19.6 12.2 13.7 31333 9.0 12:8 
Fresno .........- 21.3 13.5 15.0 ‘2 13:7 9.0 12:5 
Phoenix, Ariz 2 15.2 16.7 a 15.1 910 13.7 
Reno, Nev 22.6 15.5 17.0 ‘3 138 9'0 13.1 
Portiand, Ore. 22.1 13.3 0 dee “4 15.4 9.0 13.5 
Seattle, Wash. 22.1 13.3 © oe ‘9 13.9 9/0 13.1 
Spokane ........ 24.3 14.8 16.3 ‘3153 9:0 13.2 
Tacoma ....+.+«+- 22.1 13.3 ee ‘0 160 9.0 13°55 
Boise, Idaho ..... 28.7 14.6 16.1 ‘2 15.2 90 13.6 
Salt Lake, U..... 16.5 13.0 13.5 : 155 155 9.0 14.0 
Pairbenba: "asi ag 4 it ee Little ‘Rock, Ark.. 161 16:1 8:5 14.4 
JGRERD . oc seeds 23.8 maqamne 2. W. & Steel Bbis. 
: Min, Spirits V.M.&P. 
‘ Newark, N. J. 
“net ane oe ae ee ae 3,600 gals. & over... 17.0 18.5 
Salt Lake—7c gas tax applies to motor oa tater 2s 22.0 24.5 
: more, . 
SS: Se SS, een 3,600 gals, & over... 15.7 
Honolulu—8.5e gas tax applies to motor fuel —— ”  ealsamane 
only; avgas are federal, 4c terri- wetle aan 19.0 
torial, Standard Diesel/furnace oil price is 500-3.599 is atte 0 
ex ic territorial liquid fuels tax. All T.T awe Gee. . ; 
0 


. 18 
3,600 gals. & over. 16. 
Steel bbls. ......... 25. 


FUEL OILS—T.W. 


No.1 No.2 No.4 No.6 
Atlantic City, N.J. 14.0 13.0 
Newark, N. J. .. 13.9 12.9 $3. 544 $2. 556 
Baltimore, Md. .. 13.8 13.3 3.51 2.52 
Washington, D.c. 14.5 13.7 3.68 2.64 
Norfolk, Va, .... 14.0 12.9 .... Séee 
Damville .....s00+ «s+ 12.8 
Petersburg ...... 14.7 13.6 ° 
Richmond ....... 14.4 13.3 
Roanoke .. see 13.7 
Charlotte, N. c.. 3.9 12.6 
Hickory . . ie 12.9 
BR, SREP cw issce cose 13.1 
RAISER o.cse0scee 15.1 14.25 
| ae one 12.3 
Charleston, 8. hak eses 13.1 
Columbia .... ° pees 13.3 
Spartanburg ..... .... 


12.5 

Taxes: Louisiana kerosine prices” do not ‘n- 
clude lc state tax. 
Notes: Kerosine No, 1—Atlantic City prices are 
for deliveries of 300 gals. or more; add lic for 
100-299 gals. 2c for less than 100 gals. 

No. 6—Washington price is for min. delivery 
of 1,050 gais.; for min. delivery of 2,500 gals. 
price is $2.58 per bbl. 


(Prices are per imperial gal.; to 


IMPERIAL arrive at price per U. S. 


On subtract 1/6th.) 


1 
athe 


St. John's, Nfld. .. 24.4* 14.0 24.4 
Halifax, N. 8. .... 20.8 15.0 22.8 
St. John, N. B. . 20.8 13.0 22.8 
Charlottetown, P. E I 22.8 13.0 2.8 
Montreal, Que. 21.7 13.0 23.7 
Toronto, Ont. ..... 21.7 11.0 23.7 
Hamilton, Ont. .... 21.7 11.0 23.7 
Winnipeg, Man. ... 22.1 9.0 26.1 
Brandon, Man. ... 24.3 9.0 26.3 
Regina, > cece 20.8 10.0 22.8 
Saskatoon, ++ 23.7 10.0 25.7 
Calgary, Alta. ... 21.0 10.0 23.0 
Edmonton, Al «+ 19.5 10.0 21.6 
Vancouver, B. C 21.8 10.0 23.8 
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Oil PRICE SECTION 


Tank Wagon Prices (Continued) 


SOCONY VACUUM 
Grade. Grade Grade Mobiigas (Regular Grade) 
Gasoline 80 91 100 Cons. Dir. Cons. Dir. Mobile 
Taxes T.W. T.W. T.W. T.C. T.C. x¥.W. xT.W. T.c. Yard 


Bh p 
ae 3 


ecee 11,6 
10.85 
10.75 
11.05 
12.45 
12.45 
12.45 
11.35 
12.35 
12.55 
12.25 
10.95 


Bronx 

Kings 

Queens .......... 

Richmond ..... 
Albany, N. Y. eo 
Binghamton ........ 
A ere 
Jamestown ........ 
Mt. Vernon ....... 
Plattsburg ......... 
Moochester ........5. 
Syracuse MIKEY 
Bridgeport, Conn, .. 
Danbury ......... 
Hartford veve eke 
New Haven ........ 
Bangor, Me. 
Portland ey 
Boston, Mass. 
Concord, N. H. oa 
Laneaster ......... 
Manchester 
Port:mouth : 
Providence, R. 
Burlington, Vt. .... 
Rutland ......... 


mUanwvowweds 


Sooo sonar eeee 
: SE: SESEEEEE 
+ Dh: Oh NOR OOe 


CuUNweDwWEARED: + DE: 


11.35x%°11.35 
10.95 10,95 
11.75 «.0- 
11.05 .... 


SHRUSCWORUAROD 2S 

wy t-te 
rie be tom Sm bo tom ee 
ahwoowosnwora: Hwa 


AAD ADAPT T AID DRAABAAHAAAAARBABRAAGH 
SoorsroosooooooseooesooSoSooSoSSSO 


Sk 
ao 


Sea i :. | «20.5 18. 21.5 
Taxes: N.Y.C. prices do not include 3% city sales tax applicable to price of gasoline (ex tax). 


Mobil Kerosine—Mt. Vernon T.W, less 0.5¢ for deliveries of 300 gals. or more. 
Mobilfuel Diesel—All points, 0.5¢ for T.W. deliveries of 800 gals, or more. 
Mobilheat—Mt. Vernon T.W. less 0.5c for deliveries of 300 gals. or more. 


Jamestown T.C. prices are delivered prices: all other T.C. prices are FOB bulk terminals. 
Mobil Kerosine and Mobilheat tank car prices are to bulk plant operators, tank car prices to commercia] consumers are 0.15¢ higher. 
Mobilfuel Diesel tank car prices are to commercial consumers; tank car prices to bulk plant operators are 0.15¢ less. 
Effective dates: x Feb. 26; xt Feb. 25; x° Feb. 17. 
* Effective Feb. 26; reduction from 14.8¢ to 13.9c, effective Feb, 12, not reflected in previous issues of NPN. 
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CEGaeagaagnan 


ecoocoocoocooooo°o 
adda. 


ggeeevoeeguse 


erry yy tt tt 


AAA Ar arene 
> 


BESLBRBBBBEBVe 
bbb at ad ad : 
Soooeoooooo[S 


. 


0 
0 
0 

o 

0 

0 

0 

0 

0 

0 

0 

° 

0 


SESSSSRBBBEBR 
BBBBByBEEsEEE 
ecoooooooooooo 
dddiddadddedad 
CEecCaoeaaaagagn 
BBBBBBBBBBEEE 
SCeaCagcagcaacaguan 
SSBBBBBBBEEEE 
SSGEEEEEEEESE 
Ee be bo be be be be be be ts be ta be 
egeecovvecevecs 


21.5 ° ° ‘ . ° 
Road Tax by supporting purchase with State Tax Exem 


aTTITT TTT TTT 
lamba eye ahem ae 
i eeeeneeeseees 


3% 
. 


9.8 
Stat 


: 


B shbpeee 


resellers, be oft wg > tw. 
or deliveries of 100 gals. or more; less than 100 gals., 0.5c higher, Prices at 
ny BF 300 to. 999 Gals. 0.80 1000 to 2499 gals 

» 0.50; to gals,, 0.75¢; 2500 to 4999 h» 16; 
“ wagon price, 50 to 249 gals., 0.5c; 250 to 499 gals., 1c; 500 gals. or over 1.5¢ 
-Tane unless otherwise noted, 8.8. prices are at company-operated stations. 


Kerosine, Nos. 1 & 2—Prices with 
other points are for t.w. or drum 4d 
Naphthas—To contract consumers off t.w. 
5000 or more gals., 1.5c. Lucas County: 
Notes: Renown (third-grade) gasoline prices 


(NDIANA STANDARD 


Tank wagon prices listed below were obta’ 
Indiana bulk plants where the company’s prices 
Red Crown (Reg. Grade) 


HL 
i 


4 


by NPN correspondents who visited Standard of 
posted. 


jex Furnace Oil———_————_ 
100 gals. 100-174 175-999 1,000 gals. 
& over gals. gals. & over 





| 


SANESERSSSS 
wwAOUDeE De® 


EEESEEE ESE: 
OVeSenenoaw- 
SESGERE: SE: 
SVeocnend: ew 


et et et ee 
SSSEEE 
PAC GCone 





4 


ts 


sl ool 
SOCCaANSSOOCTSLSCOSS 


ecoocoooooooooecseo 


150 gals. & over .... 
100-399 gals. 
400 gals. & 


SowwwoOROHONH AND 
COp gs oeavoamerané 


-* 


. 
. 


Gasoline tax column includes these city & 
county taxes: Mobile, 2c city; Bi lc 
county; Montgomery, 1c city & 1c county; Pen- 
sacola, ic city. Other taxes not included tn 
prices: Georgia, kerosine, ic; Montgomery, ker- 
osine 1c; Mississippi, kerosine 0.5¢ 


also all Notes: 
delivery Consumer t.w. prices are same as net dealer 


cooooousoo: 


1-749 gals. .......... 
750 gals. & over .... 
Taxes: 3t. Lou 


San Antonio .... 


. 


Soooo0000000 


_Ssesseess 
SESESEEEEESS 
Ssssssasssss 


i 
i 


| 


rv’ 
x Effective Feb, 27. 
MARCH 4, 1953 ‘61 
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Midwestern Lubricating Oils Dealer and Service Station Prices for Regular-Grade 
(Compiled by Western Petroleum Refiners Assn, from figures of 12 *** 
ent ition ana ete ot aen Gasoline in 50 Representative Cities 
FEBRUARY 1, 1953 
DECEMBER 1952 
—————————- Cents per Gallon 
Steam- Dealer’s indiented Gasoline Tax Service 
Total Solvent Total Solvent Paraf- Re- Net Price (Ine. 2c Station 
Bright Bright Viscous Viscous fin fined Blended City (Ex Tax) Margin federal tax) (inc. Tax> 
Stock Stock Neutrals Neutrals Oils Stock Oils Average United States.. 15.24 5.05 7.35 27.64 
Production ..... 259,455 236,888 422,361 363,069 141,543 14,662 518,075 Portland, Me, ......... 14.40 4.50 8.00 26.90 
Shipments: Manchester, N. H. .... 14.40 3.50 7.00 24.90 
Domestic ...,. 151,911 131,596 390,532 316,972 111,833 15,118 488,700 Burlington, Vt. ........ 15.60 5.20 7.00 27.80 
Export ...... 28,582 18,730 15,617 15,523 1,137 215 14,716 Boston, Mass. ......... 14.90 5.30 7.00 27.20 
TOTAL .... 180,493 150,326 406,149 332,495 112,970 15,333 503,416 Providence, R. I. ...... 14.90 5.00 6.00 25.90 
Inventory Hartford, Conn, ....... 14.80 3.10 6.00 23.90 
December 31 .. 561,694 452,858 783,746 667,900 130,109 37,216 521,059 Buffalo, N. Y. ......--. 15.50 5.40 6.00 26.90 
Days Supply ... 59 57 46 46 " New York, N. Y. conse eee mem 6.00 a 
Newark, N. J. ........ 14.60 5.30 5.00 .90 
DECEMBER 1951 Philadelphia, Pa. ...... 14.70 5.20 7.00 26. 
Production ..... 360,338 286,171 591,233 506,635 147,683 12,117 505,542 Dover, Del, ........... 14.70 5.70 7.00 27.40 
Shipments: Baltimore, Md. ........ 14.50 5.50 7.00 27.00 
gg - ++» 265,314 225,600 510,485 428,185 119,290 18,350 528,549 Washington, D. C, ..... 14.90 4.70 7.00 26.60 
Fe 0wkis 41,489 21,930 13,706 13,681 348 165 56,982 Charleston, W. Va. .... 16.10 7.10 7.00 30.20 
TOTAL ..-» 306,808 247,530 524,191 441,866 119,638 18,515 585,531 Norfolk, Va. .......... 14.10 6.10 8.00 28.20 
Inventory Charlotte, N. C. ...... 15.40 6.00 9.00 30.40 
December 31 .. 355,401 279,297 782,649 conaes 154,255 44,418 384,640 Charleston, 8. C. ..... 14.60 5.90 9.00 29.50 
Days Supply ... 32 31 40 Atlanta, Ga. .......... 15.90 5.60 8.00 29.50 
Jacksonville, Fla. ..... 15.20 4.80 9.00 29.00 
Birmingham, Ala. ..... 15.70 5.60 9.00 *30.30 
Vicksburg, Miss. ...... 15.20 6.70 9.00 30.90 
Memphis, Tenn. ....... 15.00 5.50 9.00 29.50 
: . : Lexington, Ky. ........ 16.50 4.30 9.00 29.80 
Pennsylvania Lubricating Oils at Refineries Scnaete. aa abe ds 15.50 4.30 6.00 25.80 
(Complied by National Petroleum Assn, from reports of companies re- South Bend, Ind. ...... 14.90 4.00 6.00 24.90 
Pennsylvania Grade crude 1. . : Chicago, Ili, .......... 15.30 5.25 7.00 27.55 
om . Ceuo ae, “Pigums te UOl. af 68:0. S. gale.) Detroit, Mich. ........ 14.80 5.12 6.50 26.42 
Pro- TotalIn- Pro- Total In- Milwaukee, Wise. ..... 16.10 5.30 6.00 27.40 
duction ventory duction ventory Twin Cities, Minn. .... 15.50 5.40 7.00 27.90 
Dec., Dee. 31, Nov., Nov. 30, Fargo, N. D. ........-. 14.50 4.50 7.00 26.¢ 
1952 1952 1952 1952 Sees OR. oD. iced ct cei 16.70 5.00 7.00 28.70 
Omaha, Neb. ......... 14.50 4.50 7.00 26.00 
S, Raw Domm wees ois oc. skce kd. beh dee Peery he, eee <a Des Moines. Iowa 15.40 5.00 6.00 26.40 
2. 600 steam refined stock. -» 214,123 134,177 226,572 131,425 St Louis Mo rye Nee 15.20 7 6.00 *20.90 
3. Other steam refined stock .... 31,952 113,304 29.787 104.390 Wichita Kans. ....... 14.00 4.40 7.00 25.40 
4. Finished dewaxed long residuum ...... 0 6.505) cence tuvees Tulsa. Okia. .......... 13.50 5.50 8.50 27.50 
5. Bright stock .. 153,032 278,156 158,450 237,261 Little’ Rock. Ark Peat anes 16.00 5.50 8.50 30.00 
6. Viscous neutral, below 180 ‘vis. ao te en = aa gH 
but not below 142 vis. @ 100. 77,277 131,389 86,372 147,258 Houston. Texas ....... 14.00 5.00 6.00 25. 
7. Viscous neutral, 180 vis. @ 100 ane a ae. < , y o*20, 
Albuquerque, N. M. ... 16.00 5.50 8.50 30.00 
and above ...........-+.++++. 110,941 252,706 118,912 227,963 Denver, Colo. ......... 14.80 5.20 8.00 28.00 
Casper, Wyo, ......... 15.60 6.90 8.00 *30.50 
————-_------———- Butte, Mont. .......... 16.00 4.50 8.00 28.50 
Boise, Idaho .......... 17.00 3.20 oo tae 
. ox . 5.10 .00 ° 
Pennsylvania Oil Other Than Lubes at Refineries a ee ee ce ee neo 750 $129.60 
Compiled by National Petroleum Assn. from report of region Phoenix, Ariz. ........ 17.30 4.60 7.00 28.90 
‘ . refiners. Figures in bbis.) * San Francisco, Calif. .. 14.50 4.80 6.50 25.80 
Portland, re. a wale nies 15.00 5.50 8.00 28.50 
Dee.31, Nov.30, Spokane, Wash. ....... 17.80 5.00 8.50 31.30 
1952 1952 acne 
1. Naphthas & Gasoline * Includes city tax of ic per gal. 
(1) Straignt run, unblended and/or unleaded, ** Includes city tax of 0.5¢ per gal. 
for sale as motor fuel .........-..s.+0+-, 3,354 3,040 *** API figures as reported by The Texas Co. 
(2) Naphtha and gasoline, for sale for blend- t Editor’s Note: Where there are price wars these indicated margins 
ing or further refining or held at refinery do not necessarily show what the dealer is actually realizing per gallon 
a lemner distillation, retorming, blending of gasoline sold. Special allowances temporarily are being granted to 
OME paused saukas beck <a sksbeceeuseat s 177,272 203,494 some dealers hit by the subnormal retail prices. 
(3) pean 65 octane, not included - in a) or t Applies to deliveries of 400 gals. and over. 
Co Sri es one varmnse eb casaces » a tae ieee tt Includes county tax of 1c per gal. 
(4) 65 octane and above ..... 349,339 253,628 
2. Salable naphthas other than motor fuel material —— 
: (does not include refinery process naphthas)... 13,923 ye 
b ED Cad Su DURAN ANG 66 Fue cpeve dines ess ves 49,282 61,240 
4. 36/40 gas oll (include furnace oll)............. 85,897 106,864 Production of Natural Gasoline 
. el Oil (not reported above) .. 50,958 43,412 
6. Olls held az cracking plant charging stocks. 276,927 322,241 Sn. Se eee ee 
7. Non viscous neutral ... oa 25,117 22,818 D ber, Novemb 
BS. Wax Gistilate 22... 06seccccccsete bedebbde cass 89,064 152,203 1952 1952 
OD. GER BOUTON a sibs hos cic bu eae eee es cee 31,861 42,231 
Wee CED: 6 od bk 5 nc 6 ts b the tee 64 Pr Gaede os 9,391,839 9,462,866 
18 16 
466 465 
1233 224 
579 514 
Net Stocks of Pennsylvania Crude Oil 429 394 
(Compiled by National Petroleum Assn. Figures in bbls.) ‘. Te 2 
Dee. 31, Nov. 30, Dee. 31, — oo 
1952 1952 1951 2.033 2.025 
PS RR eee 364,966 318,752 227,501 881 
Pipe Line and tank farm..... 1,439,181 1,410,850 1,206,203 1,152 1,135 
Weete  bcengaciias detkésacbe ve é 1,804,147 1,729,602 1,433,704 0 115 
616 585 
11,139 10,229 
2,436 aye 
2,730 2,274 
District 5 Demand ae 8 
(California, , Washington, Arizona and Nevada) 3. 176 3,003 
(Bureau of Mines Figures in thousands of bbls, daily) 
® 
December November December 25 2 
1952 1952 1961 . . 
Gasoline & Naphtha ............. 431 418 392 OPO 6a isin asian es occ ccdibatiee Caevee kes ne *261 *246 
Gases ....... 38 34 38 CRI, | VSR Gi 00 5c Ficieetbieenetes Kiears 2,806 2,592 
Kerosine & Kerosine Distillates. .. 7 6 8 | eer NP Chea re dbhestodvee 20,769 19,360 
Lubricating Oils & —e teen 15 18 DOE APMED aids so abd ssSisctescbyeteP ves 670 645, 
Stove Oil & Diesel Oil ........... 223 178 204 
PERT CTT ee be uvews.c: Se 370 424 “Colorado, Nebraska and Utah gasoline products included with Wyoming. 
Asphalt & Road Oil ....... * 2 33 17 +Michigan figures included with Illinois, 
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CLASSIFIED 


DISPLAYED: Advertisements set in special type or with border— “Positions Wanted’—15 cents a word. Minimum charge §3 per insertion. 
$13.50 per column inch. Box number counts 2 words. Copy must reach us by Wednesday 
UNDISPLAYED: oN Sale’, “Wanted to Buy”, “Help pe cncne preceding date of issue. 
usiness Opportunities’ Miscellaneous classifica- All classified advertisements are able in advance 
tions set in type this size wi der—30 cents d. Minimum pay , 
charge §7.50 per insertion. rearing wat ti No agency commission or cash discounts on classified advertisements. 








For Sale 


1942 BUTLER TRAILER, 550-550-2650 com- 
partments. Enclosed sides, Good condition. 
$1200.00. bmg hep — Box nee Belle- 
fontaine, Ohio, Phone 9- 


FOR SALE: 1—1947 KB 11 International 
Tractor. On the road every day to Chicago. 
Rubber 80%. Fifth wheel, tanks hold 80 gal. 
Tractor complete to run. New Diamond 450 
motor. SIMONSON O11. COMPANY, Fort 
Atkinson, Wisc., phone 164W. 


5150 GALLON TANDEM BUTLER, 3 com- 
partments, double bulk heads, Reyco Tandem, 
18,000# Standard Forge Axles with 16% x 6” 
air brakes, spoke wheels, 10.00 x 20 tires, 
immediate delivery $2000.00. JOPLIN BODY 
& TRAILER COMPANY, 730 E. Sth Street, 
Joplin, Mo., Phone 614. 


STEEL STORAGE TANKS 
Railroad tank car tanks 6,500 


to 12,000 gal. cap. Coiled 
and non-coiled. Theyre heav- 





Position Open 


HAVE YOU THE EXPERIENCE and ability 
to develop a good direct-to-consumer heating 
equipment sdles department for a young ag- 
gressive and growing oil-burning equipment 
and fuel oi] distributor within the Philadeiphia- 
Baltimore area? Present retail equipment sales 
over $100,000 annually, Substantial 5 figure 
income for proper man—not a promotion—we 
want a man who is willing to build and stay 
with a solid operation. Write resume in con- 
fidence to BOX 752, Please state when avail- 


able. 
For Sale 


10 POCKET SPRAGUE sells qt. can filler for 
sale—serial 39-445(500) $1,000.00 f.0.b. Roa- 
noke, Virginia. A-1 condition. INLAND 
PRODUCTS COMPANY, Box 1103, Roanoke, 
Virginia. 

5000 GALLON, 1950 JOPLIN TRANSPORTER 
tandem, 3 compartments, double heads, Reyco 
tandem, 18,000# Standard Forge axles 16% 
x 6” air brakes, 8 new 10.00 x 20 tires, 
spoke wheels, clean, new skirts, painted 
to purchaser’s specifications, 3” lines, 3” 
emergency valves, immediate delivery $3,600. * 
JOPLIN BODY & TRAILER, INC., P. 0. 
Box 301, Phone 614, Joplin, Missouri. 


Position Wanted 


SUPERVISOR OR ASSISTANT TO EXECU- 
TIVE: 14 years experience with Independent 
Company. Experienced in office, bulk plant, 
and last seven years as supervisor and as- 
sistant to executive. Bex 753. 


Position Open 

SERVICE STATION SUPERVISOR—O1] Com- 
pany has opening for man age 28-35 with 
minimum of 5 years in service stations or 
station supervision to work throughout south- 
eastern states in top supervision. Prefer man 
now located in this territory. Minimum of 
high school education required, some college 
training desired. All answers strictly confi- 
dential. Salary $5000.00 per year plus expense 
allowance. Reply BOX 1750. 


For Sale 





LOW PRICED UNITS 


All units offered have Ticket Printer 
Auto Stop meters, Pumps, reels and 
hoses-——need a little work but are ready 
to deliver of] NOW-— 


. Semi—complete with 


‘47 Chev, Tractor $1495.00 





ier, safer, cheaper. 
Also complete tank cars 
8,000 and 10,000 gal. cap. 
Your inquiries solicited 
Marshall Railway Equipment Corp. 
50 Church St., New York 7, W. Y. 
Phone: COrtiandt 7-8090 











An advertisement in NPN’s —all equipped . 995.00 
Classified Section will bring 
you quick, effective results 
at low cost. 


NATIONAL PETROLEUM NEWS 
1213 W. Third St., Cleveland 13, Ohio 


WRITE TODAY 


1946 Ford with 784 gal, Tank 


1947 Chev. with 731 ‘gal. ‘Tank 
—all equipped 995.00 
2000 Gal. 4 compt. Tank on 
junk GMC (This is a steal 
The tank alone is worth more) 895.00 
BRING YOUR MONEY— 
FIRST COME—FIRST SERVED 


THRIFTY OIL COMPANY 
a meg en 3-se25" 




















WESTERN PENNA. 
(Continued from p. 55) 


entirely to reduced production, however, some refiners 
pointed out, adding that domestic demand had picked up 
markedly since Jan. 1. 

While domestic demand for scale wax continued at 
fairly good pace with most refiners sold up one month 
or more in advance, some “buyer resistance” to 3.75c tank 
car price continued, according to several sellers. 

With gasoline supply “ample” and demand slow, price 
increases in this product were unlikely, most refiners in- 
dicated. Diesel demand continued to draw heavily on 
light distillate fuel stocks, while heating oil sales thus far 
this season have not been up to expectations. 


Ohio Oil Boosts Wyoming Crude Prices 


FINDLAY, Ohio—Ohio Oil Co. reports 10c per bbl. in- 
crease, effective March 1, in prices it will pay for crude 
oil purchased in three Wyoming fields. Fields included 
in boost together with new flat prices are: 

Byron and Garland, $1.60 per bbl.; Oregon Basin, $1.50. 

Company also resumed its posting for Hidden Dome, 


Wyo., field, with flat price of $1.50 per bbl. Ohio Oil's 
posting of $1.65 for Hidden Dome, effective July 1, 1949, 
was discontinued on Dec. 20 of that year. 


Pipe Line Gasoline Octane Up 


CHICAGO—Octane rating requirement for regular- 
grade “R” gasoline for shipment in Great Lakes Pipe 
Line will be increased one-half number to 83.5 beginning 
March 13, Midwest refiners have been told.. Maximum 
lead content allowed will. remain at 2 cc’s. Recent pro- 
posal to boost “R” grade one full number to 84 octane 
was suspended. 
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‘Discount’ Propane Appearing in Midwest 


TULSA—A few “discounts” are appearing for spot 
propane in the Midwest and Mid-Continent, according to 
reports Feb. 25, and spot butane prices have eased fur- 
ther. Prices generally to the jobbing trade are un- 
changed, however, and majority of producers continue to 
quote 4c for propane, 4.5c for butane-propane mix, and 
5c for butane, Group 3. 


One producer says that he still is behind on orders for 
propane. On other hand, report from most producers 
is that they are “caught up,” and occasionally making 
Spot sales. 

A few lots of propane reportedly have been sold at 
3.5c, Group 3, and recent prices on spot butane are said 
to have eased from 4 to 3.5c, same shipping basis. 

Since decontrol, no price hikes in LP-gas have been 
made east of the Rocky Moutains, trade sources say. 


Gasoline, Fuel Oil Price Indexes Rise 


WASHINGTON—Increases in Bureau of Labor Sta- 
tistic’s wholesale price index for gasoline and fuel oils 
had enough weight to override decrease of natural gaso- 
line and brought over-all price index up 3.0% for week 
ended Feb. 24. Complete index, based on Platt’s Oilgram 
quotations, is shown below for weeks ended on dates in- 
dicated (1947-49 equals 100): 


% Change 
Feb. 17 te 
Feb. 24, 

’ 1953 953 1952 1953 
Crude and products .. 111.1 . 110.4 +3.0 
Crude 111.8 M 109.0 sue 
Refined oypetvewl coca. Baad A 110.8 +3.6 
Gasoline .... edb e - Ee . 114.5 +4.0 
Kerosine 111.7 . 112.7 coos 
Distillate fuel; 118.1 . 112.9 +6.3 
Residual fuels 80.2 . 97.2 +16 
aes - 84.6 101.7 TY 

atu gasoline 79.5 85. 101. _ 

une. 1.5 7.0 


Feb. 24, Feb. 26, 
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DISPLAY—H. J. Freemyer, Esso’s New 
York division TBA manager, left, and 
distributor's station supervisor, Mr. 
Smith, collaborate on improving a Post 
dealer’s window display 


TBA PROGRAM PLANNING session 
in Amos Post, Inc., office. Left to right: 
Louis Deering, Clark Post (back to 
camera), and Lloyd Newcombe, Post 
directors; N. J. Sottile and H. J. Green 
of Esso Standard’s New York division. 


Jobber Plunges, Hits TBA Pay Dirt 


By RAYMOND E. BJORKBACK 
NPN Staff Writer 


A Catskill, N. Y., distributor who 
stocked tires, batteries and acces- 
sories on an all-out basis for the first 
time iast spring has discovered it 
awakened a TBA Rip van Winkle of 
remarkable vigor. 

The change from a dormant issue 
to one of lively self-interest in the 
items stocked by its numerous deal- 
ers has had to be gradual for this 
distributor, Amos Post, Inc. The 
dealers couldn’t just toss out such 
wares as they already had. 

But it already has led the company 


from a casual stocking of a few tires 
and batteries to a full-line volume 
running more than $2,000 monthly 
and still growing. 

Amos Post has twice increased the 
extra room it originally made in its 
warehouse for the supplementary 
merchandise last April. 

And the additional income from 
the TBA undertaking isn’t the only 
improvement in earnings traceable to 
the new enterprise. 

Deliveries of motor oil to gasoline 
outlets have increased in record fash- 
ion—more than 25% in the last 
eight months of 1952 over the cor- 
responding period of the year before. 


A more-than-normal increase in 
gasoline gallonage, too, has been 
registered, 

Amos Post dealers have been get- 
ting under the hood with filter cart- 
ridge replacements—and selling more 
crankcase oil] changes. 

They've been holding gasoline cus- 
tomers, and gaining new ones, in- 
stead of seeing them drive into 
competitive stations where they used 
to go for TBA items in many in- 
stances. 

Modernization of its more than 60 
outlets stimulated Amos Post busi- 
ness. But the Post management now 
is convinced that pushing TBA, too, 
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When you see what Kelly offers 
you'll say, 


+ ia 5 Take @ good look at that deal Kelly 
offers and you'll see that you just can’t 

beat it! It gives you everything you need 

—with special emphasis on high-quality 

products that sell and keep selling! These 

Kellys are built to deliver extra thou- 

sands of safe miles. And that’s perform- 


ance that can make your place of business 


‘“‘worry-free driving headquarters’’ 


ae % in your area .. . performance that can 
make this Kelly deal a real money-maker 
for you! Write today for all the facts. 
Address: The Kelly-Springfield Tire 

Company, Cumberland, Maryland. 
GQ —_Seling ety Ties is 0 Good Busines! 





Super Flex Cruiser Grip Trac Passenger Cruiser Truc Trac Commercial Heavy Dual Trac 
Passenger Passenger and Truck Truck Truck Tread Truck Special Service 


FF LM i eth 


nm 


ai 
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Here's how 
| made my 


‘forgotten service’ 
pay off! 





. eke Sigg 


% 


> OE 


Schrader Products 
sell your dealer top quality 
“Air service is a must with all of us, but I decided to make ‘free’ air every time! 
pay its way. I put the easy-to-follow Schrader Certified Air Service 
Plan to work. That means I use this Schrader gauge the same way I 
do the oil dip-stick, and apply the sensible, industry-approved heat 
build-up formula to show my customers how my service really helps 
them. That all adds up to customer interest. And customer interest 
turns ‘once-in-a-whiles’ into ‘steadies’ . . . and rings up sales!” 
That’s typical of what more and more dealers are telling us about 
the results they’re getting with Schrader Certified Air Service. You, 
too, can make more sales .. . when you put Certified Air Service in 
operation. Certify your air service with genuine Schrader products. 
Ask your Schrader supplier for them now. 


A. SCHRADER’S SON 
Division of Scovill Manufacturing Company, Incorporated 
470 Vanderbilt Ave., Brooklyn 38, N. Y. 


4000—Vaive Cores 


FIRST NAME IN TIRE VALVES 


REG. U.S. PAT OFF 


FOR ORIGINAL EQUIPMENT AND REPLACEMENT 
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also makes good sense for the dis- 
tributor or jobber with a primarily 
rural territory, if it’s done properly. 


Aided by Supplies—Amos Post 
went about it in a systematic, com- 
plete-line way, accepting all the help 
an enthusiastic supplier could give. 

A survey of the TBA potential of 
all the outlets was made by the sup- 
piier, Esso Standard. This showed 
that the motorist’s inability to have 
all his common needs taken care of 
at their stations was costing most of 
Post’s dealers considerable business. 


The dealers were frank to say 
they were watching some of their 
regular customers going into com- 
petitive stations for TBA. 

Some of the more aggressive Post 
dealers had started taking on vari- 
ous national-brand TBA items on 
their own. Many different brands 
were represented—and there was no 
organized approach which benefited 
both the dealers and Amos Post—the 
dealers buying directly from various 
automotive supply jobbers for the 
most part. 

Often, a dealer would be over- 
stocked on waxes, body polishes, etc. 
With no real attention paid to sales 
promotion, the dust on such items, 
and others, frequently became truly 
thick. 

The survey findings were dis- 
cussed in a meeting in Amos Post’s 
office, as was a comprehensive pro- 
gram for Amos Post’s handiing of 
Esso and Atlas TBA items. 

Taking part in the meeting were: 
Louis Deering, Lloyd Newcombe and 





Clark Post, directors of Amos Post, 
N. J. Sottile, New York division bulk 
sales manager for Esso, and H. J. 
Green, Esso district manager. 

It was decided that the suggested 
program should be offered to Post’s 
dealers at a dealer meeting. 


Dealers Approve Program-—More 
than 90% of the dealers turned up for 
this gathering at the invitation of 
Post officials. The latter opened and 
closed the meeting, which was high- 
lighted with a display of the sup- 
plier’s TBA line, and an explanation 
of the uses, quality ciaims for, and 
characteristics of the various items. 


The dealers voted for the program, 
and it was shortly put into operation. 
Dealers with inventories of any con- 
sequence were to stock the new 
line gradually as their inventories in- 
dicated, and none was to take any 
items except those which he felt 
would be fast movers at his station. 

First, however, a responsible Post 
employe was initiated into the use 
and installation of all the items in 
the line. Sales representatives of the 
supplier also imparted to this man, 
Clarence Smith, various merchandis- 
ing ideas and saies techniques. 

Inventory requirements of individ- 
ual dealers were determined, and in- 
ventory procedures adopted. 

Then scales promotion was taken 
up with each dealer by Mr. Smith, 
as station supervisor; H. J. Free- 
myer, TBA manager of Esso’s New 
York division, and an Atlas repre- 
sentative. Displays were created, 


sales programs organized, solicitation 
methods outlined, etc. 

Within six weeks, the volume of 
TBA flowing through the Post ware- 
house was substantial. Room for 
handling the merchandise there was 
expanded once, then again. 

A few weeks later,.a station wag- 
on was purchased to keep dealers’ 
inventories equal to demand. In 
some instances, it was found dealers 
were telephoning Post requesting 
emergency or rush deliveries in order 
to service completeiy the cars left at 
their stations for seasonal check-ups. 

Although many of the dealers now 
are carrying larger inventories, the 
“special delivery” service is still used, 
and appreciated by the dealers. 


Weekly Deliveries—oOrdinary deliv- 
eries are made weekly by truck on a 
regular routing basis. Mr, Smith ar- 
ranges his rounds of the outlets so 
as to visit each dealer a day or two 
in advance of the scheduled arrival 
of the truck. That way, special] de- 
liveries are kept to a minimum. 

Also now there is closer liaison 
between the office of Amos Post and 
its dealers, making for better operat- 
ing relationships. 

Amos Post has an annual volume 
of about 10 million gals. of products. 
It handles liquefied petroleum gas 
(400 accounts) and Diesel fuel, as 
well as gasoline, kerosine and No. 2 
and No. 4 fuel oil. 

It has 4 million gals. of storage at 
its barge terminal on the Hudson 
River at Athens, about five miles 
north of Catskill. Tank stations at 


BULK PLANT—View of Amos Post, Inc., 4 million-gal. bulk plant (barge terminal) on Hudson River at Athens, N. Y., about 


five miles from Amos Post 
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headquarters office in Catskill. 
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AUTO-LITE 


Here’s why it’s easier 
fo sell Bull’s Eye... 


Auto-Lite Bull’s Eye is guaranteed to burn 
even when lens is cracked or broken. 









Auto-Lite Bull’s Eye concentrates more 
light into main driving beam. 


Auto-Lite Bull’s Eye is sealed under 9000 4 "i . " . S|) 
ibs. per square inch pressure to keep mois- - 
ture and dust out. 


Auto-Lite Bull's Eye is specified as original j q : 
factory equipment on leading makes of , * 
cars and trucks. 4 a 





Auto-Lite Bull’s Eye is backed by national . Le \ 
magazine, television and radio advertising. Gass 


Order Auto-Lite Bull’s Eye Lamps 
from your Jobber Today! ae 


— 


From coast to coast Auto-Lite dealers nl 
are reporting Auto-Lite Bull’s Eye & \ioo 
sales at an all-time high. Car owners are : y 
switching to the lamp that won’t mn A 
BLACK OUT. So be sure you’re handling this 4 
distinctive original equipment lamp . . . boost your 

sales and profits! Order from your local 

Auto-Lite jobber today or write to 

THE ELECTRIC AUTO-LITE COMPANY 

Toledo 1, Ohio 





Toronto, Ontario 
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...Decause car owners want the 
lamp that won't black out! 





Ordinary lamp blacks Auto-Lite Bull’s Eye keeps 
out when the lens is burning even when the 
cracked or broken lens is cracked or broken 


The Auto-Lite Bull’s Eye is the only lamp that provides 
double safety. First, nothing but a metal-back sealed beam 
unit like the Auto-Lite Bull’s Eye continues to burn even 
when the lens is cracked or broken. All other types black 
out at once... the Auto-Lite Bull’s Eye continues to give 
light. The second safety feature . . . the exclusive Bull’s 
Eye concentrates more light into the main driving beam, 
for easier, safer driving. 
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TUNE IN “SUSPENSE!” ... CBS RADIO MONDAYS... CBS TELEVISION TUESDAYS 


ONLY AUTO-LITE MAKES THE BULL’S EYE 
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RUSH ORDERS—Post station supervisor, Clarence Smith, loads station wagon with 


tush-order items requested by Post dealers to meet unexpected customer demands. 


Catskill and Saugerties have 75,000 
and 28,000 gals. of storage, respec- 
tively. 

Post territory is within a 25-mile 
radius of Catskill. 


The company also has the Cadiliac 
agency for Catskill and vicinity. An 
affiliate is the Amos Post Realty 
Corp. 

The distributorship was founded in 
1912 by the late Amos Post, who 
started with one delivery wagon—an 
ordinary farm wagon on which three 
150-gal. drums were mounted cross- 
wice. 

One of today’s directors, Mr, Deer- 
ing, was hired by Mr. Post in 1915 
to chauffeur a new 550-gal. chain- 
drive Willys-Overland tank truck. 
Now he has 29 pieces of rolling equip- 
ment under his supervision. These 
include two tractor trailers of 4,100 
gals. and 4,200 gals. capacity, re- 
spectively; 16 tank trucks and sever- 
ai service cars for fuel oil and burner 
accounts. Fuel oil accounts number 
about 1,200. 

Mrs. Louella P. Newcombe, a 
daughter of the founder, is president 
of the company, and a director of 
the realty firm. A sister-in-law, Mrs. 
Julia Clark Post, is a director of 
Amos Post and president of the re- 
alty company. 

Mrs. Newcombe’s son, Lloyd; Mrs. 
Post’s son, Clark Post, and Mr. 
Deering round out the list of di- 
rectors. 
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Goodyear Offers New Tread 





Goodyear has a new truck tread 
on the market for light service 
known as the “Grip Tred.” It is a 
companion to the “Suburbanite” pas- 
senger tread design brought out last 
winter. Both are designed to give 
some skid protection with less noise 
than is produced by most mud-snow 
tires. The new truck tire is made 
in 15, 16 and 17-inch diameters, in- 
tended for light trucks, especially 
the delivery type, and light units 
used on farms. 


Goodyear is; also marketing a new 
line of puncture seal truck tubes 
made of Butyl rubber. It is claimed 
that the sealant in the tube will not 
flow and that there is thus no like- 
lihood of the tire becoming unbal- 
anced at high speeds and under high 








temperatures, and that other im- 
provements enable it to seal against 
air leakage for much longer periods 
while the puncturing object remains 
in the tire. 


Insecticide Sale Hiked 


Esso Standard Oil Co., marketers 
of the Flit line of insecticide, reports 
better than a 20% increase in sales 
volume of these products last year 
over 1951. New products and new ad- 
vertising will back the selling cam- 
paign this year. Dealers are being 
offered a lithographed carton display 
unit or a permanent metal dis- 
play stand without charge, depend- 
ing on the size of their advance 
orders. 


U. S. Rubber Names Arthur 


New truck tire 
sales manager 
for U. S. Rubber 
Co. is John F. 
Arthur, formerly 
San Francisco 
district manager. 
A native of Win- 
nipeg, he was 
first a truck tire 
salesman, and la- 
ter branch man- 
ager at Seattle. 
His successor at 
San Francisco is 
Richard M. Payson, formerly head of 
farm market sales. Succeeding Mr. 
Payson in the farm market post is 
John W. Carpenter, formerly Den- 
ver district manager. 


Mr. Arthur 


Tractor Tires Marketed 


Pennsylvania Rubber Co. is mak- 
ing a stronger bid for farm tire busi- 
ness which is expected to show 14% 
increase in volume for 1953. Two new 
rear tractor wheel sizes, a 10.36, 4- 
ply and an 8.24, 4-ply, have been 
added to the farm line, together with 
a new front wheel size, a 4.00-12, 
4-ply. 


Seaside Names TBA Chief 


Seaside Oil Co., 
with headquar- 
ters in Santa 
Barbara, Calif., 
has a new TBA 
manager. He is 
John C. Harris, 
formerly with the 
Wilco Co., and 
before that a dis- 
trict manager of 
the Minuteman 
Supply division 
of Union Oil Co., 
before it was 
taken over by Wilco. 

Topping the Seaside TBA line are 
Brunswick tires and Seaside Bat- 
teries. 


Mr. Harris 
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Have you checked Prest-0-Lite? 

This nationally advertised line 

offers a complete profit-packed 

program designed to meet your 
TBA requirements. 


PREST-O-LITE BATTERY COMPANY, INC., TOLEDO 1, OHIO 
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Survey Measures TBA Buying Habits 


—43% of all passenger car 
tire replacements 


—44% of all storage batter- 
ies 


—55% of all oil filter cart- 
ridges 


These are bought at stations, ac- 
cording to figures revealed in a sur- 
vey of service station buying habits 
made last year by the Petroleum 
Chemical Division of E. I. du Pont 
de Nemours & Co., Wilmington, Del. 

The Du Pont survey was made in 
a group of carefully selected cities 
and towns chosen to give a reliable 
cross section by size and character 
of community. Attitudes and buying 
habits affecting gasoline and motor 
oil brands also were covered, as well 
as a number of related phases of cus- 
tomer and dealer behavior. (For an 
account of other features of the Du 
Pont survey, see NPN, Feb, 25, p. 54). 

Questions were asked of more than 
3,100 car owning families in the 
course of the survey. For protection, 
the same ground was covered twice, 
once in the spring of 1952, and again 
in the late summer, 

A tabulation of those answers bear- 
ing on tires, batteries and oil filters 
appears in the accompanying tables. 

As a part of the survey some 21,- 
000 observations were made of actual 
transactions at 1,193 service stations. 
Of the material gathered by this 
method, those phases having a direct 
relation to TBA goods or services are 
also shown in the tables. They cover 
four free services theoretically pro- 
vided for every service station custo- 
mer: windshield cleaning, checking 
the water level in radiator and bat- 
tery, and checking air pressure in 
tires. 

These tables show the percentage 
of customers entering the service sta- 
tions who actually received these four 
services. They also show the num- 
ber of customers for whom the dealer 
offered to provide the free services; 
and the percentage of those who ac- 
cepted the offer. 

An incidental byproduct of the sur- 
vey showed a variation from 5% in 


the spring to less than 1% in the 
summer of all service station custo- 
mers making use of telephones or 
restrooms; and less than 2% at all 
times asking for information or road 
maps. 

Another curious result indicated 
that more car owners think they have 
had their tires and batteries checked, 
than actually received such service 
at the station. 

A reverse example of customer 
recollection was revealed by answers 
in areas subject to recent gasoline 
price wars. Here only 23% of the 
car owners recalled any shifts in 
gasoline prices. 

Some of the survey information 
also is available by year model, from 
which there is an indication that 
dealers are more prone to offer tire 
and battery service to new cars than 
to older ones. 


The company has a variety of ad- 
ditional data which it expects to 
make available to the oil industry as 
soon as analyzed. 


From interviews with 3,100 car 
owning families, asking the ques- 
tion: “Where did you last buy tires 
(a battery, an oil filter)? At a 
garage, filling station, auto supply 
store or where?”—the following re- 
sults were obtained: 


Tires 

From a total of 2,235 answers: 

Garage 287 12.8% 
Filling station 962 43.0% 
Auto supply 551 24.7% 
Car dealers 39 1.8% 
Tire service 130 5.8% 
Mail order 130 5.8% 
Other 112 5.0% 
Don’t know 24 1.1% 

Batteries 

From a total of 2,084 answers: 

Garage 310 11.9% 
Filling station 921 44.2% 
Auto supply 538 25.6% 
Car dealers 37 1.8% 
Mail order 146 7.0% 
Other 93 44% 
Don’t know 33 1.6% 





BLACKMER PUMPS 
For Liguid Waterials Handling 


TRUCK PUMPS . 
HAND PUMPS 


BULK STATION PUMPS 


BLACKMER PUMP CO., GRAND RAPIDS, MICH. 





Oil Filter 

From a total of 1,571 answers: 

Garage .... 386 26.2% 
Filling station 809 55.0% 
Car dealers 57 3.9% 
Mail order . 13 9% 
Ger. ss. 26 18% 
Don’t know . 37 2.5% 


From observations at 1,193 service 
stations of actual transactions these 
result were noted: 


Clean Windshield 
Out of 5,176 customers: 


Received services .. 3,433 66.3% 
offered to: 1,545 29.8% 
accepted: 1,368 88.5% 

Check Radiator 

Out of 5,178 cutomers: 

Received service 2,338 45.2% 
offered to: 1,702 32.9% 
accepted: 1,118 65.7% 

Check Air Pressure 

Out of 5,156 customers: 

Received service 1,059 20.5% 
offered to: 460 8.9% 
accepted: 314 68.3% 

; Check Battery Water 

Out of 5,155 customers: 

Received service 675 13.1% 
offered to: 346 6.7% 
accepted: 228 65.9% 


B-A Has Tire Budget Plan 


The British-American Oil Company 
Limited, which sells the Fisk tire in 
Canada is making available to its 
dealers a four-month tire sales bud- 
get plan for holders of B-A credit 
cards. It is the familiar no down pay- 
ment, no interest or carrying charge 
plan extended by most U. S. oil com- 
panies to their credit card customers, 
but usually on a three-month rather 
than a four-month plan. 


Replacement Tire Sales Up 


Final report of the Rubber Manu- 
facturers Assn. for the year 1952 
showed total factory shipments of 
casings as 85,406,982, up about 10% 
from 78,441,721 the year before. Pas- 
senger car replacement tires, with 
which the oil industry is chiefly con- 
cerned, came to 45,525,185, up from 
34,226,242, for an increase of+ about 
33%. 

Truck tire replacements were 8,- 
877,100, down about 10% from the 
10,385,636 sold the year before. Tubes 
sales ran to 63,417,760, down slightly 
from sales of 65,506,500 in 1951. 
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Fuses in New Package 


A new, simplified method of pack- 
aging automotive fuses has been in- 
vented by General Fuse Co., South 
River, N. J. By mounting fuses on 
a transparent plastic strip, which in 
turn is hung on a handy dispenser 
rack, all stock on hand can be quick- 
ly checked by service station opera- 
tors or by supplier salesmen. 

The permanent dispenser rack has 
a@ special hook for each amperage, 
and the amperage is also cleariy 
marked on each fuse package. A 
single fuse can be sold by ripping 
across a dotted line, or the entire 
strip of five fuses can be sold. The 
company says that it will continue to 
package fuses in metal boxes, how- 
ever, it anticipates that most of the 
demand will be for the new plastic 
strip package. 


Heyer Sets Pacific Outlet 


Heyer Industries, Inc., manufac- 
turer of battery charging equipment 
is now represented on the West Coast 
by Shields, Harper & Co., oil equip- 
ment jobber of Oakland, Los Angeles, 
Sacramento, Portland and Seattie. 


RuGlyde Uses Accented 


Cities Service TBA department is 
reminding its dealers of the multiple 
uses for RuGlyde, which is offered to 
dealers in a special package with the 
Cities Service trademark and its 
green and white color scheme, but 
also bearing the RuGlyde trade name. 
Its first use, says the company, is to 
enable the service station operator 
to do a better and easier job of tire 
mounting because the tube slips into 
place without stretching or pinching. 

Another use is for cleaning and 
dressing up tires, floor mats, and all 
kinds of rubber surfaces. A third 
use is for lubricating rubber parts 
and fittings, such as shock absorber 
and stabilizer linkage, rubber bush- 
ings, shackles, grommets, insulating 
strips and pads. 
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Sales Campaign Pushed 


In the Feb. 4 TBA section, on p. 
85, it was incorrectly stated that 
Tide Water is adding William Penn 
Valve Ease to its line. Some extra 
push is being put behind the product 
at this time, with dealers being re- 
minded of the repeat sales possibili- 
ties in selling Valve Ease, but it has 
been in Tide Water’s line for some 
time, 


New Purolator Department 


Something new at Purolator is a 
sales promotion department, recent- 
ly established and put in charge of 
Donald C. Huber, formerly assistant 
advertising manager. 


New Windshield Washer 


A new entry into the field of wind- 
shield washer solvents is that of the 
Radiator Specialty Co. of Charlotte, 
N, C., which markets a number of 
chemical automotive specialties under 
the “Solder Sealer’ brand. 


Lighter Built for 12 Volts 


What may be the first of numerous 
additions to the line of electrical au- 
tomotive accessories, is a 12-volt 
cigar lighter just put on the market 


by the Rochester Products Division of 
General Motors Corp. It is claimed 
that the new lighter requires 30% 
less current, while reaching a light- 
ing temperature that lasts twice as 
long as other lighters, permitting 
four or more lights from one “pop- 
out.” 


Heavy Duty Hose Offered 


Dayton Rubber Co. now offers a 
new heavy-duty, flexible radiator 
hose especially designed for trucks, 
buses and tractors, in either desert 
or arctic temperatures. Called 
Straight-Flex H.D. it is made of 
rayon tire cord layers at 45-degree 
angles, pressure impregnated with a 
special blend of all-temperature rub- 
ber. 


Goodrich Markets Plugs 


B. F. Goodrich has added Champ- 
ion spark plugs to its TBA line. In- 
announcing the fact to dealers, 
Goodrich says that the annual spark 
plug potential is 450,000,000 units. A 
service station selling 10,000 gals. 
of gasoline a month ought to sell 
90 spark plugs a month, based on an 
average of 15 miles per gal. and a 
sale of six new plugs per customer 
every 10,000 miles, the company 
stated. 





oi _. new Vol-U-Matic greaser gun 


hi gh yolume or 


high pressure . 


. instantly! 


ADJUSTROL 


NUT* 


gives hi-volume delivery or} 
hi-pressure performance at 


‘our fingertip! 


DELIVERS TWICE AS MUCH GREASE PER STROKE! 
REVOLUTIONARY, K-P’s Vol-U-Matic Greaser Gun, 
specially designed for the K-P E-Z Greaser, cuts lubri- 
rol Nut under the 
adjusts for any working pressure needed. Mo- 50 tb. pa! com 
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handle 


dern, fast and efficient, the one-man, one-hand unit 1 
delivers twice the grease. No bearings are too large or 
ol-U-Matic. Volume-Pressure com- 
The Vol- 


too tight for the 


bination offers greater leverage, more grease. 
U-Matic fits most greasers and may be purchased sepa- 


OPERATING FEATURES 


@ HIGH PRESSURE—HIGH 
VOLUME—without air or etec- 
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rately or as a complete unit. Order by name. Or write 


today for new bulletin. 


1224 LINDEN AVENUE 


*Pat. Pending 


Kp" MANUFACTURING CO. 


MINNEAPOLI 3 


“Get the Facts .. . 
Write us for com- 
plete information.” 


MINNESOTA 
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TBA TOPICS 


‘Filter Change Month’ Is Opportunity 
To Cultivate a Netural TBA Market 


By Frank C. Sturtevant, TBA Editor 


A vear ago in 
this snace atten- 
tion was called to a forthcoming 
“filter change month” set for April, 
1952. It was the second annual pro- 
motion of a concentrated, month- 
long drive for filter changes by Puro- 
lator, one of the filter manufacturers. 
A third annual filter change 
month is being pushed by the same 
company for April of this year. As 
was pointed out in this column last 
year, the fact that one particular 
* filter manufacturer is the chief pro- 
ponent of this annual filter change 
promotion should not deter oil 
marketers who handle other filters 
from putting on an April campaign 
for filter business. And of course 
oil marketers who handle the Puro- 
lator line are just throwing money 
away if they also do not promote 
April as filter change month. 

The more people talking up filter 
changing to the motoring public, the 
more filters of all makes that will 
be sold. It is a great, undeveloped 
market that has a natural tie-in with 
motor oil sales. 

There seems to be only one way 
to sell a new filter cartridge, and 
that is the tried and true TBA stand- 
by of pointing out the need. It is a 
rare customer who asks to have the 
filter element replaced, so it is up 
to the dealer to pull the old element 
out of the case and let the owner 
see how dirty it is. 

Fortunately the dealer has a good 
excuse to take a look at the filter. 
It is the natural thing to do when 
changing the motor oil. In fact it 
is such a logical part of oil changing, 
that if it were to be practiced often 


enough, car owners would soon get 
to take it for granted. 

Once the dealer gets the habit of 
thinking about filter inspection and 
oil change as part of the same op- 
eration, it will be only a question of 
time until the dealer’s repeated men- 
tion of the oil filter begins to wear 
in on the customer’s consciousness 
also. When enough customers begin 
to expect a check-up on both filter 
and oil, they will begin to think 
about a clean filter as being just as 
desirable as clean oil. 

We may hope to see the day when 
most car owners will assume that the 
filter should be changed about every 
fourth or fifth oil change. 

It is also fortunate that the process 
of pointing out the need of a filter 
cartridge change is so quick and 
simple, and readily understood by 
both dealer and customer. The visi- 
ble evidence of sludge accumulation 
in a filter cartridge tells its own 
story. It doecn’t call for any chemi- 
cal analysis, expert eye, or special 
tools to make fine measurements. 
The dirt is right there in plain sight, 
and it looks terrible. 

Sure, the car will run with a dirty 
filter, but no owner is happy to leave 
the old filter in place, once he has 
had a look at it. In fact one of the 
big advantages in concentrating for 
a month on filter changing is that for 
a while a lot of car owners will get 
to look inside the oil filters on their 
cars. It is a form or visual sales- 
manship which leaves but little else 
to be done or said by the service 
station operator. It is practically 
automatic selling. 

All of these arguments apply to 


DA~\ OIL DISPENSER » NEW-TIMESAVING 


62 e Speeds Service 
e Avoids Waste 
Quart cans rest in dispenser, are 
punctured by light pressure on 
handle-lever only after in place 
in oil filler pipe...no spillage. 
Two cutting blades assure quick, 
complete drainage... fast, no 
waste. Rests without support in 
oil filler pipe... frees attendant 
for other duties. 
Clip this ad. Ask your jobber 
about it, or write for name of 
jobber in your area. 


STANLEY D. BOWLES CO. 


1910 S. Lamar St. © Dallas, Texas 


all oil marketing organizations, and 
to all service stations, regardless of 
the make of filter carried in stock. 
Competition is unimportant in the 
field of filter sales. There is more 
than enough business for all, be- 
cause too many filter elements are 
left in service long after they have 
ceased to give the car owners ade- 
quate protection, just because dealers 
haven't got the habit of checking oil 
and filters at the same time. 

It is hard to think of anything in 
the TBA line that is easier to sell, 
that carries a long profit, that is no 
trouble to install, and that has also 
the unique feature of creating an 
additional sale: every filter change 
means the sale of an extra quart of 
oil. 


Dealer a TBA Whiz 


The Texas Co. has found that one 
of its dealers has a TBA ratio of 
$122 per 1,000 gals. of gasoline. Since 
he also does a good gasoline, oil and 
lubrication volume, the Texaco peo- 
ple were interested in how he achieved 
a TBA ratio so much higher than 
the average service station operator. 
Briefly stated, they found that this 
station actively promotes its lubri- 
cation business, and the dealer talks 
up tire service and doesn’t hesitate 
to advise owners on how to drive so 
as to make tires last longer. 

The dealer is located in Grand Is- 
land, Neb., does better than 20,000 
gals. a month, and has a motor oil 
ratio of 2.5%. 


Kansan Takes OIIC Post 


C. A. Elmborg of the K-T Oil Corp., 
El Dorado, Kans., has been made a 
co-chairman of the Kansas OIIC, 
along with William G. Teaney, Kan- 
sas City district manager of the So- 
cony-Vacuum Oil Co. 


Lee Moves Manager 


Lee Tire & Rubber Co., has moved 
Arthur C, Oldenburg from Miami to 
Dallas as branch manager. Succeed- 
ing him at Miami is Arthur H. Deters, 
former sales representative in that 
area. 


Canadian Meeting Set 


Another one-day meeting of the 
Canadian Section of the Oil Industry 
TBA Group will be held at the Royal 
York Flotel, Toronto, on May 11. 


Bureau Chief Chosen 


Albert L. McNomee is the head of 
the new press bureau in U. S. Rub- 
ber’s public relations department in 
New York. He will handle press re- 
lations for the tire, mechanical goods 
and chemical divisions. 
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Every Globe model is thoroughly field tested before it gets the final OK. In “ortega every 


component part is thoroughly inspected (tempered grids at right) before 


ing assembled. 


How GLOBE creative engineers gave 
battery grids longer service life 


 sammeaegery when a high percentage of premature 

battery breakdowns were caused by grid failure... 
failure due to acid action and/or the construction and 
anchoring of the grid itself? 

That was before Globe engineers developed V-shape 
bars and interlocking construction. That was before they 
pioneered the tempered grid. 

Today, Globe-built batteries have great inherent in- 
ternal strength which minimizes shock and vibration, 
Today, the tempered grids in Globe-built batteries have 
pebble grain to provide a stronger bond with the super- 
active oxides. 

As a result of this creative engineering, Globe-built 
batteries offer far longer life . . . far better service. 


The solution of this problem is another graphic ex- 
ample of how Globe creative engineering is constantly 
leading the way toward improving standards of battery 
performance, — 


What's your battery problem? 


Today, virtually any gasoline 
or diesel engine requirements, 
in a variety of case materials 
and a wide choice of separators, 
are available to meet your bat- 
tery needs, 


Whether you're an original equipment manufacturer 
or mass merchandiser, you can benefit by having Globe 
custom-engineered batteries, 


GLospe-UnNioN INC. 
MILWAUKEE, WISCONSIN 


Battery Production Plants at: ATLANTA, GA. © BOSTON, MASS. ® CINCINNATI, O. © DALLAS, TEXAS © EMPORIA, KANS. ® HASTINGS-ON-HUDSON, 
N.Y. © LOS ANGELES, CALIF. © MEMPHIS, TENN. © MINERAL RIDGE, O. © OREGON CITY, ORE. © PHILADELPHIA, PA. © REIDSVILLE, N.C. 
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Program to Plug Travel 


Fram Corp. will use its TV news- 
caster, John Cameron Swayze, this 
year to promote more automobile 
travel. Starting in April the entire 
Swayze family will be seen on a new 
show “Vacationland America” plug- 
ging a series of motor tours in 13 
different areas. Dealers who handle 
Fram filters will give away free 
copies of 13 tour booklets which are 
in effect condensed guide books of 
the selected areas. 


Okay, 


figure it out yourself. 


In non-TV areas the campaign will 
be supplemented with newspaper 
space. The three-month campaign is 
based on the tried theory that sell- 
ing travel increases the consumption 
of everything in the automotive 
field. 

Fram also is distributing a new 
dealer magazine, pocket-size, to be 
issued every other month. It em- 
ploys four cartoon characters to con- 
vey installation instructions, auto- 
motive news and selling tips, along 
with humor. Title is “Hoods Up.” 


“ EVERY SECOND OF EVERY DAY 2 
GOMEBODY SELIS 5 LAMP BULBS 











There are 


51,536,000 seconds in a year, not counting Leap Year. 
In round numbers 171,000,000 Sealed Beams and other 


lamps are sold for automotive replacement. 


That's 


5 per second — a terrific market that's getting 


terrifikker every day. 


Total replacement sales in the United States are 


$75 million a year. 


Every car on the road offers 18 or more oppor- 


tunities for replacement bulb sales. 


The more 


complete the line you carry, the more you'll sell. 
Tung-Sol offers you a bulb for every use on 


every car, 
FLASHERS, TOO! 


bus and truck on the road. 
Flashers seldom 


need replacement, but you should carry 
some for repair and reconditioning jobs. 


Sell the bulbs and flashers that 
most car manufacturers use for original 


equipment — TUNG-—SOL! 


Mi gD LAMPS @ 


TUNG-SOL ELECTRIC INC., 


NEWARK 4, N. J. 


Sales Offices: Atlanta, Chicago, Culver City, Dallas, Denver, Detroit, Newark, Philadelphia 








TUNG-SOL mokes: Al!-Gioss Sealed Beam lLomps, Miniature lamps, Signal 
Flashers, Picture Tubes, Radio, TV and Special Purpose Electron Tubes 








Tire Mounting Band 


A new, improved model of its tube- 
less tire mounting band has been 
brought out by Coats Loaders & 
Stackers, Inc. Extra leverage in the 
handle now applies more pressure to 
force the beads firmly into the bead 
seats on the rim. The handle then 
locks to hoid the beads in place dur- 
ing inflation. Adjustment to fit all 
passenger sizes is done by means of 
a length of chain. 


Battery Code Card Issued 


A new Auto-Lite battery code dat- 
ing card is being distributed. It 
shows the code dates for 1951, 1952 
and 1953 of ail leading storage bat- 
tery manufacturers. It is pocket- 
size, varnished to resist gasoline, oil, 
alcohol and grease, Dealers are be- 
ing urged to use the handy card to 
determine the age of a battery by 
comparing the eode dates on the bat- 
tery with the card. When the bat- 
tery age is known a dealer can often 
suggest to the customer that he can 
save time, trouble and money by 
buying a new battery before the old 
one leaves him stranded. 


Steinbrey Takes Post 


Roger Steinbrey is the successor 
to the post of special representative 
for Mansfield Tire & Rubber Co., for- 
merly held by Eugene H. Almy, who 
is now TBA manager for American 
Oil Co. Mr. Steinbrey was an engi- 
neer in the service department prior 
to his transfer to the sales depart- 
ment. 


U. S. Rubber Plans Plant 


United States Rubber Co. has ac- 
quired acreage in Emerson, N. J., and 
plans to put up a new research cen- 
ter devoted to basic research in the 
fields of rubber, chemicals, synthet- 
ics, textiles and plastics. At the 
start a staff of 125 is planned, to be 
trebled later. The new spot is about 
12 miles from the company’s general 
laboratories at Passaic. 
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Fast Charger on Market 


McColpin-Christie Corp. has added 
to its line a new, compact, fast charg- 
er weighing only 33 Ibs. It is rated 
at 6 volts, 80 amperes and 12 volts, 
60 amperes, and features simplicity 
of -operation. The manufacturer 
claims that it is only necessary to 
select the 6 or 12-volt position, hook 
it up and leave it alone. The bat- 
tery then controls its own charging 
current, always holding the rate 
within the limit it can safely absorb. 


Handbook on Display Racks 


A display equipment manufacturer, 
Jackson Manufacturing Co., 622 E. 
3rd St., Kansas City 6, Mo., has 
available a handbook showing con- 
struction details, sizes, and applica- 
tions of its service station display 
fixtures. The line consists of com- 
pact shelving units, tire racks, and 
island units. The handbook contains 
floor, wall and lube bay planning 
diagrams. 


Battery Equipment Unveiled 


Electric Storage Battery Co, an- 
nounced to its dealers in January a 
complete new line of 6-12 volt charg- 
ing and testing equipment. In ex- 
plaining to dealers why new high- 
compression engines are making use 
of 12-volt electrical systems to pro- 
duce a hotter spark and reduce mis- 
firing at high speeds, Exide says that 
12-volt batteries are in reality an 
old story to the company. 

In the early days of the electric 
self-starter several car makers used 
12-volt systems. Exide’s 1921 re- 
placement handbook listed 52 cars 
using 12-volt batteries of 11 differ- 
ent types. 


Hollingshead Names Two 


Changes continue to take place at 
Hollingshead. A former Sun Oil 
man, J. W. Elsworth, Jr., has been 
added to the sales staff of H. L. Dan- 
ziger’s private brand division. Mr. 
Elsworth was connected with Sun’s 
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Pittsburgh office in various market- 
ing and dealer training capacities, 

Another change brings M. M. Perry 
to the company as president and 
general manager of The Perry Co., a 
wholly-owned Hollingshead  subsid- 
iary, and manufacturer of the Perry 
electro-chemical filter, used chiefly in 
truck radiators. 


Goodrich Appoints Managers 


M. F. Duffy is now Northeastern 
division manager for Goodrich As- 
sociated Lines division, covering the 
New England, New York and Phila- 


RAUGLYDE 


RUBBER LUBRICANT 





This triple-purpose, 
industry-approved 
product comes in one 
and five gallon cans; also 
8-oz. refillable applica- 
tors. Order from 

your jobber. 


[= AMERICAN GREASE STICK CO. 
Ag. MUSKEGON, MICHIGAN 





delphia marketing areas for. the 
Brunswick, Diamond, Hood and Mil- 
ler tire lines, and the Miller automo- 
tive accessory line. 

Goodrich also has a new Omaha 
district manager, William E. McDan- 
iel, formerly a general supervisor in 
the area. He succeeds S. Hoyt Price 
who died recently. 


Change at General Tire 

Paul E. Nelson is General Tire’s 
new manager of fleet and national 
sales. He was at one time with So- 
cony-Vacuum Oi] Co., and Electric 
Autolite Co. 


USE RuCLypeE for 

fi 
faster... . easier tire mount: 
&. Assures Proper tube 











EX-202 —Mobile Fast 


Chorger with Thermostat 


Control. Same as EX-203, but 
without te:terand panel cover. 
6 Volts 100 Amps. * 12 Volts 


50 Amps. 


$149.50* | 








; 
Exide 6/12 volt charging and testing 
equipment MEANS MORE PROFITS FOR YOU 


You can’t service (or sell) customers profitably without 
the right equipment and the right battery. 


Whatever your needs for charging and testing batteries, 
there’s an Exide model that fills the bill. Both 6- and 
12-volt batteries can be serviced with this outstanding 
equipment. 


Ask your Exide Distributor to show you the complete 
new Exide line of battery service equipment. It is eco- 
nomical, eye-appealing, money-making. It pays for 
itself by increasing service sales and battery volume. 


Remember: the best equipped dealer sells the most bat- 
teries . .. makes the most money. The now-famous 


ULTRA START, leader of the Exide line 


EX-402—Heovy-Duty Portable Fast 
Charger with Thermostat Control. 
Weighs only 34 pounds. 6 Volts 100 
Amps. * 12 Volts 50 Amps. 


$132.25* 


EX-302—Portable Fast Charger 
with Thermostct Control. Weighs only 
26 pounds. 6 Volts 75 Amps. + 12 


removers $112.00" 


EX-6A-—Standard (Slow) Charger. 
Charges six 6-volt or three 12-volt bat- 
teries in 24 hours. (Also available in 
12-bottery ond 24-battery capacity.) 


$52.50* 
EX-500- 


Utility Charger. 
6 Volts 40 
Amps. * 12 Volts 
25 Amps. Meets 
practically all 
charging needs. 


$59.75* 


Other models 


as low as 


$26.00° 


*Suggested authorized deoler prices—!!5 vol! 60 cycle models 


THE ELECTRIC STORAGE BATTERY COMPANY, Philadelphia 2 « Exide Batteries of Canada, Ltd., Toronto 


“EXIDE” and “ULTRA START” Reg. T.M. U.S. Pat. OF 
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TBA Sales Potential Up 30% for 1953 


A ratio of $167 TBA dollars per 
1,000 gals. of gasoline seems to be the 
maximum amount of money U. S. car 
owners are “likely” to spend on their 
cars in 1953, according to Shell Oil 
Co.’s annua] estimate of the TBA po- 
tential. The potential per car for TBA 
alone is $122.46. 

Far beyond any TBA ratios actual- 
ly encountered in the oil industry, the 
Shell estimate this year is some 30% 
higher than jast year. 


No attempt is made by Shell to 
estimate the share of the TBA po- 
tential which will go to service sta- 
tions. Hence the potential TBA ratio 
of $167, although calculated against 
the consumption of 1,000 gals. of 
gasoline, is a potential which is split 
among many kinds of outlets, in- 
cluding tire dealers, accessory stores, 
car dealers, and all others who pro- 
vide service or sell replacement ac- 
cessories to the automobile owner. 

Chiefly contributing to the bigger 
TBA ratio are these changes: the 
addition of retreaded tires and shock 
absorbers, and the setting of much 
larger potentials for oil filters, spark 
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= Create a good impression with 


1ON -BILT 


Sharp-looking Service Station attendants 
always attract more business. Why take 
chances? Specify LION-BILT Uniforms and 
increase your sales! Fine quality — long- 
wearing — low-priced. 


plugs, fan belts, polish, tire switch- 
ing and wheel balancing. 

The inclusion of retreaded tires 
evidently indicates the growing par- 
ticipation of service stations in the 
retread tire business. By combining 
retreads and new tires the passenger 
tire replacement volume runs to a to- 
tal of 60,000,000, units. 

The appearance of replacement 
shock absorbers, for the first time 
since Shell has been preparing this 
estimate, reflects the increasing num- 
ber of cars on the road periodically 
in need of this service. The year just 
passed saw the entry into the shock 
absorber business of a number of 
oil companies, including Shell itself, 
Sinclair, Atlantic, Standard of In- 
diana, plus Tide Water Associated 
and Standard of Ohio, who were al- 
ready in the business. 

The change in the spark plug 
estimate recognizes the much shorter 
mileage interval at which owners are 
now in the habit of changing plugs. 


Price Factor—The boost in the es- 
timate for oil filters, polish and fan 
belts arises from higher prices now 
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generally obtained for these items. 
The average sale for a filter cart- 
ridge went from $1.50 to $2; for a 
fan belt from $1.50 to $2.50; and 
for polish from $1 to $1.25. 


Higher prices also affected the 
estimates for other items in more or 
less degree. For some items the 
price effect was lessened or cancelled 
out entirely by the use of a different 
mileage interval between replace- 
ments, or by applying the particular 
replacement item to a lower percent- 
age of the total registrations. 


The use of a more conservative 
percentage of total passenger car 
registrations as representing the 
probable market for certain ‘tems 
such as mufflers, for example, is one 
of the most significant changes in 
the estimating method used by Shell 
this year. For the first time, a foot- 
note explains that while all cars may 
be a potential market for the items 
listed, “for realistic purposes the 
estimated percentage likely to buy is 
used.” 


Thus, while shortening the spark 
plug change interval from 15,000 
miles to 8,000 miles, Shell now con- 
siders that only 75% of all car own- 
ers, instead of 100%, are likely to be 
spark plug customers. 


Tire Potential Up—The average 
sale prices for tires and batteries 
remain at the same levels used in last 
year’s estimate: $23 and $20 re- 
spectively. Total tire volume in the 
passenger replacement field is ex- 
pected to rise from 45,500,000 to 49,- 
250,000. The battery, estimate at 
23,500,000 is but little changed from 
a year ago. 


The tire estimate used last year hit 
the actual performance practically 
on the nose. The Rubber Manu- 
facturers Assn. has reported pas- 
senger tire replacement shipments 
for 1952 at 45,525,185. The battery 
manufacturers do not publish figures 
on shipments, but it has been esti- 
mated in the trade that last year’s 
total battery replacement volume fell 
somewhat short of the estimate made 
a year ago, of 23,300,000. 


The inclusion of a half-billion-dollar 
potential for tire switching and bal- 
ancing for the first time constitutes 
a new look at this market, 


In the figures last year a potential 
of only $141,000,000 was set down for 
sales of this type of service, plus tire 
repairs. It may be that Shell’s re- 
tail department observes more sta- 
tions going in for tire switching and 
balancing, although it is obvious 
that much of this work is still done 
by tire dealers. 
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This is an estimate of POTENTIAL and because all of this business will NO/ go through Service Stotions, it should not be trued as on estimate of actual 
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BASIC FACTORS: In 1953 it is estimated there will be 42,194,000 passenger cars in use, consuming an average of 672 gals. of gasoline each. 
This equals 425,315,520,000 miles of travel (15 miles per gal.). 


NATIONAL POTENTIALS—SERVICES AND MER CHANDISE AVAILABLE AT SERVICE STATIONS 





POTENTIAL PER 1000 GAL. GASOLINE 


AVERAGE SALE TOTAL POTENTIAL “fe Gross 
AND %* CONSUMPTION FACTOR NATIONAL PER Sales | Gross Profit Cents 
COMMODITY MILEAGE INTERVAL CARS |Amount Mileage intervol POTENTIAL CAR Profit | Amount |Per Gal 








NEW TIRES—Passenger imated i at 49,250,000 units @ $23.00 each $1,132,750,0C0 rae 
RETREADED TIRES—? 9 i d at 15, 975,060 units @ $11.00 each 175,725,000 
TOTAL TIRES py Fry oes Oe 1,308,475,000 $31.01 $46.15 25 $11.54 


TUBES—?. ger Repl timated at 35,700,000 Units @ $3.50 each 124,950,000 2.96 4.40 25 1.10 
BATTERIES—Passenger Rep! ted at 23,500,000 Units @ $20.00 each 470,000,060 11.14 16.58 30 4.97 


ACCESSORIES (Necessities): 
Seat Covers 
Mufflers (incl. Labor) 
Shock epiace (set) 
Spark Pi 
Bulbs 
Oil Filters 
(Cartridge, Element) 
Tail Pipes (incl. Labor) 
Polishes—Woaxes 
Radiator Chemicals 
Battery Cables 
Wiper Arms 
Wiper Blades 














16.00 . 272,201 ,936 
4.05 57,417,595 
19.50 . 331,746,110 
4.20 . 223,290,648 
35,442,960 


153,113,587 
51,037,862 
53,164,440 
53,164,440 
18,902,912 

’ 117,908,835 
35,442,960 


2308 


Nn 
= 


RWS ON 
$3 


=BaseeBesesseseess yess 


gkse3 se 
33 


= 


Polish Cloths 


- 
32 
Ww 


. 


Geos Caps 
Friction Tape 
Fu 

Flashlight 


83 


seeckskesesershnss & 


3 
$388 


's 
Flashlight Batteries 
TOTAL 


3 


= 
8 
22 
. 
q 


=N=-unowlS 
e 
Nn 


OTHER TBA MERCHANDISE: 
Thermostats, Heater Hose, 
Anti-Freeze, Tire Chains, 
Radios, Spot Lights, Fog 
Lights, Floor Mats, Sun 
Glasses, Bumper Guvords, 
Horns, Seat Cushions, De- 
frosters, Replacement Parts, 
Small = Appliances, 

cialties, etc. a of $12.50 per cor per year 

TOTAL OTHER TBA MERCHANDISE iy *: tin 527,425,000 

MOTOR OILS AND LUBRICANTS: 

Oil Changes and Additions 6 qts.($2.10) =e 1500 Mi. 100% $2. 10 each 1500 Mi. 595,441 728 
Geor Oils (Conventional) 5 pts.($1.75) each 5000 Mi. 60 1.05 each 5000 Mi. 89,316,259 , 
TOTAL MOTOR OILS AND LUBRICANTS (Automatic Transmission Oils included below as 
‘Lub. Service’’) bin 684,757,987 16.23 24.15 50 

LUBRICATION SERVICES: 
Chassis Lubrication énie 
Wheel Bearings (Front) 
Wheel Bearings (Rear) 

er Cables 
Crankcase * popped (Not 


each 1000 Mi. 637,973,280 
each 10000 Mi. 63,797,328 
each 20000 Mi. 19,351,856 
each 15000 Mi. 28,354, 

each 5000 Mi. 63,797,328 


3000 Mi. 92,151,696 
each 20000 Mi. 22,329,065 
each 2000 Mi. 127,594,656 


— 


Parking aoe Cables (Set) 
Master Cylinder 
Shocks—Refill (pair) 
Covered Springs (pair) 
Power Steering Reservoir 
Vacuum Cylinder 

. Joints (Disassemble) 


-—~ = 


each 25000 Mi. 
each 10000 Mi. 
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Electro 
TOTAL LUBRICATION SERVICES ... 


OTHER REGULAR SERVICES: 
Battery Recharging 
Car Washing 
Tire/Tube Repo’ 42,531,552 
Tire Switching | fobanainn, 
510,378,624 


10.00 ° J . 
TOTAL OTHER REGULAR SERVICES. . hang et ied x 893,162,592 21.17 31.50 95 29.93 2.99 


21,265,776 
318,986,640 


B88 


GRAND TOTALS pine 2 ery dee ‘ : $6,641,589,744 $157.41 $234.24 51% $118.71 11.87¢ 





*Estimated p tage of cars to which service applies. 
**All cars may be potential, h » for istic p Pp ge likely to buy is used. 
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REGISTRATION DESK was a busy place at the meeting of the West Coast Oil Industry TBA Group ‘ 


TBA Men Take 


By FRANK BREESE 
Pacific Coast Editor 


SAN FRANCISCO— Three ex- 
panding problems were underlined at 
the second annual conference of the 
Wert Coast division of the Oil Indus- 
try TBA Group held Feb. 24 in the 
Whitcomb Hotel here. They are: 


1. The effect of 12-volt bat- 
teries on the market; 

2. Declining motor oil 
and 

3. The effect of higher com- 
pression engines on accessory 
requirements. 

No pat answers came out of the 
meeting, but— 

—AIt was predicted the full im- 
pact of 12-volt batteries will not 
hit the market until 1955 or 
later; 

—It was cuggested that more 
lube promotion can overcome de- 
clining motor oil ratios and serve 
as the hub to sell more TBA, and 


ratio; 








—It was lamented that multi- 
plied horsepower is drastically 
cutting down space for acces- 
sories under the hood. 

On the sunny side, rapidly expand- 
ing markets were forecast by speak- 
ers. And they described them in 
terms of statistics, such as: a 9% in- 
crease in replacement passenger tire 
sales in 1953, from 45,500,000 to 49,- 
000,000; a 25,000,000 replacement 
market for storage batteries in 1953, 
the largest ever (and representing 
over one-half billion dollars); and an 
increase in Caiifornia’s automobile 
population of 80% by 1970. 

Officially, 269 attended the all-day 
session: 74 oil company represent- 
atives (77 counting three who didn’t 
sign up), 190 suppliers and five press 
representatives. Sixteen ol] com- 
panies were represented, including 
six of the seven West Coast majors. 
They were Richfield Oil Corp. (14 
from the company and 11 independ- 
ent TBA distributors); Standard of 
California (12); Union Oi] of Cali- 


a Look at Future Sales Problems 


fornia (9); Shell Oil (6); Hancock 
Oil Co. (6); Tide Water Associated 
(5); Sunset Oil Co. (3); Douglas Oil 
Co. (2); Sunland Refining Co. (2); 
and The Texas Co., C.ties Service, 
Fletcher Oil Co., Harbor Refining Co., 
Phillips, Seaside Oil Co. and Urich’s 
Serve Yourself Stations, Inc., one 
each. 


Tire Discussion—The stake of the 
oil industry in TBA marketing to- 
day is very large and will continue 
to grow, Herbert D. Smith, manager 
oil marketer sales, tire division, U. S. 
Rubber Co., told the meeting. 


The degree in which individual 
oil companies will participate in this 
expansion will be measured by the 
extent of their organized selling ef- 
fort, he said. 

Although easy selling days are 
past, the opportunity for oil com- 
panies to make their greatest strides 
in competitive TBA selling was 
never greater, Mr. Smith asserted. 
Well organized, hard-hitting TBA 
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Sales organizations in the oil indus- 
try must now settle down to the 
business of selling. TBA managers 
Should again and again analyze real- 
istically the strength of their pro- 
grams in their own trading areas, 
he said. 

During 1953 service station oper- 
aters will be competing with many 
other products and services for the 
consumer's dollar, said Mr. Smith. 
They are going to have to sharpen 
up all of their selling tools. Greater 
degrees of sales ability must be de- 
veloped not only by station operators 
but by every empioye in every sta- 
tion. 

Dealers should take advantage of 
today’s public preference for top 
quality merchandise by pushing pre- 
mium tires, said Mr. Smith. He dis- 
cussed the probable flow of tire sales 
this year by price lines and tire sizes, 
and the extent of the trend to low 
pressure tires. Extracts from the text 
of his talk are published on p. 87. 

Increasing Sales—In the ensu ng 
panel discussion, a pattern of six 
basic factors was set forth as the 
answer to the subject: how to in- 
crease tire and tube sales from petro- 
leum outlets to the consumer. The 

factors: 

—This year, more than ever, 
dealers must have better stocks, said 
J. C. Heid, Firestone, New York. 

—Dealers must have proper equip- 
ment, said J. F. Ogden, sales man- 
ager, Pacific Tire & Rubber Co. 
“The day has passed when a cus- 
tomer will pay $35 for a white side- 
wall tire and watch someone beat or 
stamp it on,” he observed. 

—A sound training program is nec- 
essary, said Howard Swanson, B. F. 


investigate 


Coodrich. “It’s most essential be- 
cause there will be more competition 
than ever this year,” he remarked. 

—Good brand identification is 
needed, said Mr. Heid. 

—A strong’ plug for setting aside 
a place inside the ctation to con- 
duct tire and tube demonstrations 
and sales presentations was made by 
Mr. Swanson. “I think the com- 
panies should provide the space,” he 
commented. 

—Companies should help their 
dealers with time payment plans, 
said Mr. Ogden who cuggested they 
plans if they haven't 
done so. 

Good Year for Oil Filters—The O/] 
filter business should be good this 
year, becauce more and more oil com- 
panies are tying a filter sales pro- 
gram into the sale of lube oil, said 
James B. Lightburn, assistant to the 
vice-president in charge of sales for 
Purolator Products, Inc. A drive for 
oil filter sales can help to arrest any 
further decline in the oil ratio, he 
pointed out. 

Not only are the TBA managers 
of most oil companies planning great- 
ly increased filter sales programe, 
said Mr. Lightburn, but all filter man- 
ufacturers are increasing their ad- 
vertising and promotion budgets. 

One objective of the heavier cam- 
paigns will be to emphasize in the 
public mind the importance of regular 
filter changing. 

Mr. Lightburn discussed some prob- 
lems encountered in servicing oil 
filters because of the diminishing 
espace available under the hood for 
filter mounting. He then turned to 
a discussion of merchandising oppor- 


tunities for service stations arising 
out of the car owner’s desire for 
advice and assistance not only in 
protecting his mechanical investment 
but also his life. 

“It is common experience with sta- 
tions that have started making com- 
plete inspections and passing the re- 
sults on to customers,” said Mr. Light- 
burn, “to find that their TBA and 
service businers both multiplied.” The 
text of Mr. Lightburn’s talk will ap- 
pear in a later isue of NPN. 

The 12-volt System—tIn a dirccus- 
sion session, Hugh Bullock, Crescent 
Co., took up the question of the effect 
of the 12-volt system on the design 
of components used in the 6-volt 
system. 

He said the effect of increased 
voltage does not necessitate an im- 
provement in the quality of the in- 
Sulation because current primary 
wires are serviceable under even 
higher voltage loads. However, he 
said, the average ignition cable will 
have to be improved to maintain the 
same safety factor between test volt- 
age and actual operating voltage. 

Mr. Bullock said higher secondary 
ignition voltage will have a greater 
tendency to short out, making necer- 
sary the general use of better nipples 
on the plugs, caps and coils. 

He said no change will be neces- 
sary regarding SAE standards as far 
as primary and battery cables are 
concerned, 

Chemicals Are Profitable—Harold 
J. Danziger, sales manager, R. M. 
Hollingshead Corp., said he believes 
“chemicals represent probably one of 
the most underrated but certainly one 
of the most important major groups 


BATTERY SPECIALISTS ho paldlaiaad in meeting were, left to right: W. E. Blank, sales manager, sasheniisees sales, hese 
Lite Battery Corp., Toledo, Ohio, principal speaker; E. M. Slonaker, executive vice president, Willard Storage Batiery Co. of 
Calif., Los Angeles; Norman R. Farsje, manager, national accounts, Gould-National Batteries, Inc., St. Paul, Minn.; John P. Cas- 
serly, manager, auto-manufacture sales, Electric Storage Battery Co., Philadelphia, and E. E. Hughes, sales manager, McColpin- 
Christié Corp., Los Angeles 
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What's NORWALK got 
that other tires haven't? 


Better balance! Better balance built in at the 
factory to save balancing on the road! That’s the 


big selling plus that spells extra profits for you. 
With this great, new Micro-Balanced Norwalk, 


made by the latest, most advanced tire tech- 


niques, Norwalk offers you: 





@ A complete line of passenger and truck 


tires ... all sizes 


@ All featuring 5520 road-holding safety B A L A te C e 


sipes and gripping edges for greater 


i ' 
protection on good roads and bad means better business! 


Low pressure tires and high speed driving create 
y A protected franchise a new tire problem today. Talk balance... your 


customers will say it with sales, 
@ Consistent local and national advertising 
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Like the full story? It’s worth hearing. Write built in! z 
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in current TBA marketing.” He said 
an average dealer’s stock-of chemicals 
might consist of 20 or more different 
items. 

Profit margins, he declared, are 
not affected by adjustment or high 
service and distributing costs. Ship- 
ments in full cartons are easy to 
warehouse, easy to handle and easy 
to ship, he said. 

Spark Plug Selection—oO. C. (Jack) 
Leighty, Champion Spark Plug Co., 
took up the question of the problems 
involved in servicing the newer type 
high-compression engines. Because of 
the limited working space, he said, 
simple operations “may appear so 
complicated as to discourage serv- 
icing by inexperienced personnel. . . 
There's a lot of equipment which 
makes servicing difficult.” 

New high-compression engines re- 
quire more selectivity. “Newer en- 
gines are ... more critical in their 
use of fuels, spark plugs, ignition 
parts and other components ... To 
obtain the performance that is built 
into these engines, operators must use 
the proper high octane fuel, select 
the correct spark plug type and gen- 
erally maintain all components in 
good operating condition.” 

Mr. Leighty said the sale of spark 
plugs may help to sell other related 
items, the idea being that they should 
be changed so the spark plugs will 
function perfectly. 


Lube Sales Profitable—M. W. Piehl, 
Alemite Co., declared that lubrication 
can earn the dealer 10c more profit 
per gal. of gasoline sold. Quoting 
from a table of statistics, he said the 
average motorist will spend an addi- 
tional $196.86 per 1,000 gals. of gas- 
oline purchased, which is $99.96 gross 
profit, or 10c per gal. When the car 
is being lubricated, the operator has 
the chance to sell other items and 
services, he said. 


A LAUGH between sessions is touched off by W. K. Abeles (left) sales manager, na- 

tional accounts, Purolator Products, Rahway, N. J. with, left to right: George Miller, 

retail sales manager, Richfield Oil Corp., Los Angeles; J. R. Johnstone, assistant dis- 

trict manager, National Carbon Co., San Francisco; and Ward Browning, assistant 
(TBA) to retail sales manager, Richfield, Los Angeles 


One, he cited, is wheel balancing. 
A study shows 87% of all cars need 
wheel balancing, said Mr. Piehl. Aver- 
age charge ($6) plus cost of weights 
(72c) is $6.72 or $4.72 profit after 
$2 labor cost, said Mr. Piehl. 


“Lubrication will help increase de- 
clining motor oil ratios,” he stated, 
“and lubrication is the hub to sell 
more TBA.” 

E. G. Hirleman, TBA manager, 
Cities Service, injected two provoc- 
ative thoughts into the discussion. 
First, he wondered whether the meet- 
ings had strayed from their original 
purpose of helping oil companies to 
sell TBA. Then, he raised the ques- 
tion of how far oil companies should 
go with TBA merchandising. The 
latter, he explained, was based on the 


ANOTHER RECESS found, left to right, Fred C. Schulz, Los Angeles division mana- 

ger, Associated division, B. F. Goodrich; Sam Goldman, vice president, sales, Douglas 

Oil Co.; H. W. Love, district field manager, Associated Lines division, and Jack Hall, 
TBA manager, Douglas, talking things over 
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premise that the fundamental! purpose 
of oil companies is to sell gasoline and 
oil products. 

Mr. Hirleman didn’t attempt to 
solve the problems but instead threw 
them out for scrutinizing. 


Battery Discussion—-W. E. Blank, 
Auto-Lite, estimated that 25 million 
replacement storage batteries will be 
sold in 1953 and remarked: “The 
petroleum marketers will get a large 
share of this business”. 


He stressed the need for simplicity 
to enable the dealers to do a better 
sales job. He commented: “The 
average service station sells approxi- 
mately 60 batteries per year. This 
accounts for a total annual volume at 
retail of $1,200. Looking objectively 
at our problem, we can readily see 
that the amount of training which 
can be absorbed or which is indeed 
necessary must be limited by the ob- 
vious limitation on the volume which 
the average service station will do 
per year. 


“He cannot be expected to be a 
technical and sales expert on storage 
batteries. It is too much to expect 
and I assure you it is too much to 
ask. We must make the job of train- 
ing him to sell batteries easier both 
for those who do the training and 
for those who are to be trained. In 
short, we must make it simple.” 
(More information from Mr. Blank’s 
talk will be published in an early 
issue of NPN.) 


The Battery Market——E. M. Slon- 
aker, Willard Storage Battery Co. of 
California, cited some startling statis- 
tics regarding the future of the West 
Coast battery market. Percentage- 
wise, population of the 11 western 
states will be 70% higher in 1955 
than in 1940, compared to an expected 
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HECO prauers can 


SAVE YOU THOUSANDS 
OF DOLLARS! 


If weight compression damage is a prime 
.factor in your warehouse storage problems, 
use HECO partitioned pallets. For example, in 
Standard Oil Company of California’s San 
Francisco warehouse, they use HECO for bat- 
tery and tire storage. As a result, Standard is 
able to transport more merchandise than 
ever before, stack it higher to take advan- 
tage of overhead space, and do away with 
weight compression damage. Like Standard 
Oil and many others, it may pay you to in- 
vestigate HECO. Dest of Getites 
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25% increase for the U. S. in general. 
On Jan. 1, 1952, there was a car for 


| every 2.8 people in the West com- 


| pared to a national ratio of one for 


every 3% people. In Los Angeles, 


| he said, the ratio is about one car 
| for every two people. 


Mr. Slonaker quoted the Los An- 


geles Chief of Police Parker as pre- 


dicting a 30% increase in the pass- 
enger car population in the next 


| seven years and 80% in the next 17. 


He said cars in the West Coast 
area are driven approximately 20% 
more miles per year than the national 
average, which means that the West 
Coast replacement battery market 
may well show gains far in excess of 
anything experienced before. 


West Coact battery replacement 
can be estimated at a figure equal 


| to one-half the car population—one 
| battery per year for every two cars, 


| said Mr. Slonaker. 


Quoting experts 


| as predicting a 30% car population 


increase in the next seven years in 
the west, Mr. Slonaker said that rep- 
resents a replacement market of over 
5% million batteries in 1960. 

John P. Casserly, Electric Storage 
Battery Co., discussing the effect of 
12-volt batteries on the market, said 
a rough estimate indicates a need for 
about 12,000 to 13,000 for General 
Motors cars. By 1955, a market of 
650,000 batteries (the bulk of which 
would be the long 12-volt model) is 
estimated, he said. 

“The full impact will not hit the 
market until 1955 or later,” declared 
Mr. Casserly. Meanwhile, he sug- 
gested, a few key dealers could be 


| chosen by location to handle 12-volt 


batteries where the highest number 
of GM cars are registered. 


“From a marketing standpoint,” he 


| warned, “this year is going to be a 
| continual headache of trying to place 


the right amount of 12-volt stocks 
at the right plants to handle the 


emergency requirements that will crop. 


up. 
Testing 12-volt Batteries—E. E. 


| Hughes, McCoplin-Christie Corp., Los 


Angeles (battery equipment), de- 
clared, “Probably the biggest prob- 
lem confronting the dealer is in test- 
ing 12-volt batteries. Where he pre- 


| viously had to deal with only 3 cells 


in a 6 volt battery, he will be re- 


| quired to test 6 cells.” 


In summarizing his discussion of 
the effects 12-volt batteries will have 
on battery-charging and_ testing 


| equipment, he said it is recommended 
| that: 


1. 6-volt chargers should not be 
used on 12-volt passenger car bat- 
teries unless extreme caution is ex- 
ercised. 


2. Testing of 12-volt batteries pre- 


| sents a special problem. 


3. New equipment should be of the 


' combination 6- and 12-volt type with 


particular attention being given to 








simplicity of operation and foolproof 
design to avoid damage. 

Norman R. Farsje, Gould-National, 
who presided over the panel discus- 
sion, discussed new developments. 
Inert materials compounded with 
plastics have resulted in a superior 
mechanical separator, replacing the 
loss of Port Ordford cedar, said Mr. 
Farsje. “These new separators have 
immunity from the disintegration ef- 
fect of hot acid and the burning or 
oxidizing action of the lead peroxide 
in the plates, " he observed. 


Champion Department Head 


Champion 
Spark Plug has 
named George M. 
Galster manager 
of a newly- 
created service 
departm ent, 
where he will 
handle all techni- 
cal publications 
as well as serv- 
ice inquiries from 
the field. He is 

Mr. Galster an engineering 

graduate of the 

University of Detroit, and spent two 

years with National Advisory Com- 

mittee for Aeronautics, as a part of 
his Navy service. 


Standard Promotes One 
Appoint- 
ment of J. J. 
Peck as tire and 
battery assistant 
to the retail staff 
in the sales de- 
partment of 
Standard of Ohio 


took place last 
month. A vet- 
eran of some 


four years in the 
South Pacific as 
a U. 8S. Marine 
Corps officer, Mr. 
Peck joined Sohio as a service sta- 
tion salesman in the Akron Division 
upon his release in 1946. He was 
successively tire - battery - accessory 
clerk for the Akron Division; dealer 
salesman; and supervisor of salary 
stations. He replaces Nelson Bolam, 
who in turn is taking over the post 
of staff assistant in charge of dealer 
marketing recently left open by the 
promotion of E. L. Arnold to be saies 
manager at the Toledo division. 





Mr. Peck 


Bowers Picks Sales Chief 


Richard D. O’Brien is the new sales 
manager for Bowers Battery & 
Spark Plug Co., moving up from 
manager of the New England division. 
In other territory shifts, Melvin R. 
Robishaw takes over the Northern 
division extending from Buffalo to 
Chicago; and William A. Isenberg 
now will cover the entire South. 
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Sales Chief Sees Growing TBA Market, 
Big Selling Opportunity for 1953 


Following is a partial text of a 
talk before the West Coast division of 
the Oil Industry TBA Group: 


By H. D. SMITH 
U. S. Rubber Co. 


The outlook for 
the tire industry 
in 1953 is very 
good and we in 
our company are 
very enthusiastic 
and optimistic 
about the possi- 
bilities which we 
feel cure lie ahead 
of the industry 
this year. From 
all information 
currently avail- 
able, parsenger 

tire sales in 1952 totaled approximate- 
ly 45.600,000 units and truck tires 
7,600,000. These figures represent 
30% increases over 1941 sales. 

In 1953 we forecast passenger tire 
sales of 49,000,000, an increase of 9% 
over 1952, and heavy service casing 
sales of 9,000,000. Tubes should also 
show cubstantial increases with 1953 
sales estimated at 34,300,000 passen- 
ger and 6,120,000 heavy service units. 


In discussing anticipated 1953 tire 
sales volume the changing relation- 
ship between extra low pressure tires 
and so-called conventiona] tire sizes 
must be considered. Since 1948 extra 
low pressure sizes have virtually re- 
placed everything else as original 
equipment. Nevertheless 61% of all 
cars registered on July 1, 1951 were 
originally equipped with conventional 
tires although conventional replace- 
ment units for that year were only 
48% of the total. 


During 1952 it appears now that 
replacement passenger tire sales were 
59% E.L.P. and 41% conventional. 
In 1953 we estimate that this re- 
lationship will change to 71% E.L.P. 
and 29% conventional and that by 
19&5 it will be 85% to 15%. Trans- 
lating these percentages into units 
for 1952 and 1953 gives 26,437,000 
E.L.P. and 18,567,000 conventional 
tires in 1952 and an estimated 34,- 
898,000 E.L.P. and 14,102,000 con- 
ventional units in 1953. By 1955 we 
believe that these figures will show 
44,023,000 E.L.P. as against 7,977,000 
conventional. 


Based on these studies it appears 
that in 1952 six E.L:P. sizes will 
cover 98% of the E.L.P. market and 
four conventional sizes will cover 
96% of that market and that these 
10 sizes combined will cover 97% 
of the total passenger replacement 
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units sold. As a matter of interest 
these sizes are 640/15, 670/15, 710/15, 
760/15, 800/15, 820/15, 600/16, 650/15, 
650/16 and 700/15. 

Another important factor in a 
study of 1953 is the increasing oppor- 
tunity for premium tire and tube sales 
at greater profits for dealers. One 
primary indication of this fact is 
the changing car-age pattern which 
for this year shows more cars under 
5 years old, more cars from 5 to 10 
years old and far fewer cars over 
10 years old. In 1953 we estimate 


that 55% of all passenger cars on 
the road will be under 5 years old 
and that only 26% will be over 10 
years of age. This compares favor- 
ably with the 1950 relationship of 
45% under 5 years old and 41% over 
10 years. 

In 1953 17% of new car sales will 
be in the higher price categories 
These makes include Buick, Cadillac, 
Chrysler, DeSoto, Lincoln and Pack- 
ard. The purchase of these cars is 
indicative of America’s preference 
for, and ability to buy premium quali- 
ty products. 

In addition, more than 75% of 
Fords, Plymouths and Chevrolets 
currently being bought are deluxe 
models. With consumers at every 
income level continually expressing 


Special Bonus Deal tirmeivesersier 
This beautiful 9-piece California 


DE Luxe SALAD SET 


will be sent to you by your automotive 
supplier, without cost, every time you 
purchase 4 dozen cans of Warner Radiator 
Products—in any combination—from 
now until April 30, 1953. Nine durable 
plastic pieces in sparkling green, wine 
and bronze. 

Complete set includes jumbo serving 
bowl, six individual bowls, handy serv- 
a-salad fork and spoon...in an attractive 
gift package! 

Make the most of this extra profit op- 
portunity . . . this extra incentive for your 
employees to do a selling job this Spring. 


Special Bonus Deal expiration date is April 30, 1953! 


So stock ... promote... sell... Warner Radiator Products this Spring. Your 
purchase of just four dozen cans, in any combination, earns you one complete 9- 
piece California deluxe Salad Set... and there’s no limit! 


Backed with sus- 
tained National 
Advertising in the 
poges of the 


Post! 


WARWNER-PATTERSON COMPANY 


WARNER RADIATOR PRODUCTS 920s. micnioan ave, curcaco s, 11. 
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BOARD OF TIRE specialists who performed at second annual West Coast Oil Industry TBA Group meeting were left to right: 
C. A. Eaves, Jr., Mansfield Tire & Rubber Co., Mansfield, Ohio; J. F. Ogden, sales manager, Pacific Tire & Rubber Co., Oakland, 
Calif.; Howard Swanson, special representative, B. F. Goodrich Co., Los Angeles, and J. C. Heid, petroleum sales representative, 


their preference for top quality mer- 


chandise, it would be a serious error 
to overlook the mass market in 
calculating the opportunity for 
premium tire and tube sales. 


Masses of figures in any discus- 
sion can be confusing but before leav- 
ing the 1953 passenger tire oppor- 
tunity I believe that it would be de- 
sirable to think for a moment about 
how 1953 sales might be expected to 
flow ‘by line. In low pressure tire 
sizes we estimate that the industry 
will sell 2,968,900 premium tires or 
6% of the total; 27,025,100 first line 
casings or 55.2% and 4,907,500 sec- 
ond line tires which represent 10% 
of the total. In conventional sizes 
we estimate that 4,757,600 first line 
tires will represent 9.7% of sales and 
9,340,900 second line tires will ac- 
count for 19.1% of total tire sales. 


In low pressure sizes we also esti- 
mate that 20.8% of unit sales will be 
in white sidewalls while .6% of con- 
ventional tires will be white. Thus 
21.4% of all passenger tires sold or 
10,503,100 will consist of white side- 
wall casings. At this time it is not 
possible to forecast with any accu- 
racy the percent of white sidewall 
tires which will be used as original 
equipment and in a competitive year 
like this it is far too early in the 
year to make any prediction as to 
whether or not white sidewall second 
line tires will make their appearance. 

The improved opportunity in truck 
tire replacement sales is just as im- 


Firestone Tire & Rubber Co., New York City 


pressive as for passenger tires; par- 
ticularly is this true of the larger 
truck tires as a result of the trend 
toward larger trucks. 


Since 1940, tractors on the farm 
have more than doubled in number. 
This tremendous increase has greatly 
extended the farm tire replacement 
opportunity. We estimate 1953 farm 
tire sales alone to approximate 1,530,- 
000 units. Moreover farm tires are 
the key to increased sales volume in 
rural markets because of the large 
number of cars and trucks on the 
farm. 


While it is forecast that retreading 
of passenger car tires may fall off 
somewhat this year, nevertheless it is 
our feeling that 12,000,000 passenger 
tires will be retreaded during 1953 
and that approximately 3,360,000 of 
these will be sold to consumers at 
service stations. Figured conserva- 
tively these retreads alone should 
provide service stations with a sales 
potential of over $40,000,000. 


In order for the industry to capi- 
talize fully on 1953’s opportunity, as- 
sured and adequate tire and tube 
supplies are, of course, essential. The 
outlook for good inventories and ade- 
quate supplies throughout 1953 is 
good at this time and we can see no 
reason why this situation should 
change. Most major tire companies 
and many smaller manufacturers are 
developing unusually heavy banking 
and inventory programs. New equip- 
ment and processes have materially 


increased the productive capacities of 
the industry’s factories. At present 
there appear to be abundant supplies 
of essential raw materials and in- 
gredients available to tire manufac- 
turers. Government production regu- 
lations have been relaxed to a long- 
time minimum. 


It is highly probable that Govern- 
ment-owned synthetic rubber plants 
will be turned over to industry. Crude 
rubber imports.and prices appear to 
have become stabilized. All in all, 
the ability of the tire-producing in- 
dustry to provide adequate supplies 
of tires and tubes in 1953 appears 
to be excellent. 


In 1952 from all early reports the 
rubber industry set a new record in 
sales. About $5.5 billion worth of 
products were sold. That is about 
2% above 1951, which also was a 
record. The rubber industry oper- 
ated near capacity in 1952 and con- 
sumed about 1,231,000 tons of rub- 
ber. This is slightly more than was 
used in 1951 and is within about 2% 
of the all-time record of 1950. 


Of particular interest to you as 
members of the petroleum industry 
is the fact that during 1952 rubber 
consumed by the industry was about 
one-third natural and two-thirds syn- 
thetic. However, there has been some 
trend recently to greater use of nat- 
ural rubber at recent low prices. 
The use of natural vs. synthetic in 
1953 will depend to a great extent on 
price, With very large percentages of 
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The one strongest TBA sales-and-profit power 
you can put in your dealers’ hands is the 
U. S. Royal Program. Time after time, it 
brings station-operators extra and easier 
sales success. And time after time, as a 
result, it insures oil marketers less dealer 
turnover—more dealer stability. 
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The reason's simple: this program delivers 
just what dealers need. A line of prod- 
ucts unrivaled in the TBA industry—each 
with its own “‘edge’’ of demonstrable selling 
features—each known and bought by 
millions. A level of profits that tops the 
field year after year, all year long! 


UNITED STATES RUBBER COMPANY 
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HANCOCK OIL CO. group at TBA meeting included, left to right: Russ Ridout, George D. Williams, both salesmen, Oakland, 
Calif; Fred O. Graham, northern division manager; F. E. Kelly, salesman, Oakland, and Newcomb Taylor, sales manager, Los 
Angeles 


GRS rubber being used in passenger 
tires and greater quantities of natur- 
al rubber going into truck tires. 
Looking beyond 1953 let’s remem- 
ber that American business and in- 
dustry are gaining new customers 
every day. Each day 7,000 more 
people are added to our population. 
Every day new products that people 
want to buy are put on the market. 
All this adds up to more products for 
more customers and this means more 
jobs and more wages for more people. 
During 1953 service station oper- 


ators will be competing with many 
other products and services for the 
consumer’s dollar. They are going 
to have to sharpen up all of their sell- 
ing tools. As one tire man recent- 
ly stated “There is no shortage of 
tire prospects—only salesmanship.” 

Greater degrees of sales ability 
must be developed not only by sta- 
tion operators but by every employe 
in every station; every one of these 
men must be alert to his great tire- 
selling potential. 

In 1952 it is estimated that ap- 


proximately 28% of passenger tire 
replacement sales and 7% of truck 
tire sales were scld through service 
stations. 

(Ed. note—These percentages are 
controversial. For example, note the 
43% reported in the Du Pont survey 
on p. 72) 

There is every reason to believe 
that oil marketers will increase their 
share of passenger tire sales by 
about 1% each year for some time 
to come, 

The stake of the oil irdustry in 





TIDE WATER ASSOCIATED representation included, left to right: Joe Giardina, assistant supervisor, TBA, San Francisco; John 
Peterson, sales; W. J. Matson, TBA manager, San Frahcisco; R. E. Jordan, TBA supervisor, Alameda, Calif., and I. Musselman, 
TBA supervisor, .Sacramento, Calif. 
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DON’T MISS T.B.A. PROFITS 
CLEAN UP WITH WIX! 


Car owners come to you for gas and oil, but it’s EXTRA SALES 

— om that bring in PLUS PROFITS! WIX OIL Filters and Cartridges 

pin money” investment that pyra- 

mids profits for you . . . the WIX SS-24 are plus items with a double profit opportunity .. . because they 

og pcan a bev Bid ast ven go with gas and oil sales as naturally as nuts go with bolts. 

oe lee pr Filtration and WIX WIX Engineered Filtration represents a great profit oppor- 
tunity for you as oil filters and cartridges rank near the top in 
TBA sales. WIX offers you a complete line of Oil Filters and 
Cartridges . . . the quality line for performance, value and profits 
... the only line with WIXITE, the famous Resilient Density 
filtrant ... and the first line for you! You can have a complete 
Filter Department at your pumps simply by calling your jobber. 
Do it today, and get the full story on WIX! 


Wx & 
OIL FILTERS 4% CARTRIDGES 


WIX CORPORATION - GASTONIA, N. C. 


1M CANADA: WIK ACCESSORIES CORF., LTO... TORONTO, ONTARIO 
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TBA marketing today is very large 
and will continue to grow. The role 
and extent of participation in this ex- 
pansion by individual oil companies 
will be limited only by the extent of 
their organized selling effort. It fol- 
lows then that TBA managers should 
again and again realistically analyze 
the strength of their own programs 
in their own trading areas and then 
develop that degree of organized sell- 
ing effort in their field sales organ- 
izations which will capitalize on 


those strengths and which will make 





G. P. & F. Flexible Spout Utility 
Cans are so handy for so many 
uses—no wonder oil sales go 
up the moment these cans are 
displayed! These sturdy, steel 
shipping containers do more 
than just deliver your product. 


They'll give a real promotional 


push to your sales. 





Available in 2, 2%, 
3, and 5-gallon sizes 
—complete with 8’’ 
detachable hose, 
hose storage clip on 
spout, and self- 
contained measur- 
ing cup. 


GPL 


IDEAL FOR 


OUTBOARD MOTORS 
POWER LAWN MOWERS 
AUTOMOBILES 
CAMPING STOVES 
GARDEN TRACTORS 


GEUDER, PAESCHKE 


weak points strong and which will 
uncover new opportunities presently 
not foreseen. 

We have undoubtedly seen the end 
of “easy selling” in the TBA busi- 
ness, but the opportunity for the oil 
companies to make their greatest 
strides in competitive TBA selling 
was never greater. The well-organ- 
ized, hard-hitting TBA sales organ- 
ization of the oil industry must now 
settle down to the business of sell- 
ing—to the challenge of selling more 
merchandise to more people at bet- 



















Furnished in solid 
colors or litho- 
graphed with your 
own design, trade- 
mark or advertising 
message. Write for 
complete details and 
prices, 


FREY CO. 


e A "a: N 


| 
} 





ter prices than ever before in the 
history of the tire business. The 
course to be followed is clearly de- 
fined. 

Every sign post points the same 
way—to selling—and to salesman- 
ship as the only fundamental re- 
quirements needed to set new records 
for TBA in 1953—the year of un- 
equalled TBA opportunity. 


Changes at A. Schrader’s Son 





Mr. Clen-Dening Mr. Maxwell 

A former At- 
las Supply. Co., 
man, William C. 
Clen-Dening, has 
joined A. Schra- 
der’s Son, divi- 
sion of Scovill 
Manufacturing 
Co., Inc., as spe- 
cial assistant to 
Garvin A. Drew, 
general sales 
manager. He 
will co-ordinate 
advertising, sales 
promotion, display and merchandis- 
ing efforts of the company’s several 
sales departments. 

In another Schrader change, Rich- 
ard C. Maxwell, former sales repre- 
sentative in five southeastern states, 
has been promoted to manager of 
the Los Angeles office and ware- 
house. At the same time Clarence 
M. Huffman has been made manager 
of accessory sales for the Pacific 
Coast branch. 


}} cS) 
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Mr. Huffman 
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New Chrysler Battery 


Word from Chrysler Corp., Detroit, 
describes their new 12-volt batteries, 
which will be factory equipment on 
the 1953 Crown Imperials, as being 
Tws-in. wide x 12%-in. long x 8%-in. 
high. The cell layout and terminal 
locations are shown in accompanying 
sketch. 
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Young Marketer 





Mr. Snider 


At 32, Benjamin Snider is treas- 
urer, general manager and part 
owner of a hearty, young oil jobbing 
business in Quinebaug, Conn. 

In less than two and a haif years, 
Kenyon Oil has increased its gallon- 
age seven times, has taken on a 
rural gasoline and fuel oil business 
and has consistently acquired new 
service stations. 

Mr. Snider helped to organize Ken- 





yon Oil in October, 1950, and is now 
the only active company officer. Con- 
vinced that a successful oil jobbing 
operation can be had only through 
sound management, Mr. Snider 
claims “a jobber must possess the 
ability to make decisions accurately 
and quickly and to forecast financia: 
requirements and make satisfactory 
provisions for them.” 

Mr. Snider has not always had an 
interest in the oil business. He was 
once a manufacturer and distributor 
of cosmetic sponges and later worked 
for a Boston candy manufacturer. 
During World War II, he served in 
the U. S. Army for five years and 
received a meritorious service award 
along with five battle stars for his 
campaigns in the European theater. 

Born and educated in suburban 
Boston, Mr. Snider makes his home 
with his wife in Putnam, Conn. 

” * oJ 

H. A. Monson, manager of Indiana 
Standard’s St. Joseph, Mo., sales 
field has retired after nearly 44 years 
service. 

Mr. Monson joined Standard in 
1909 as a salesman at Mankato, 
Minn. He became a lubricating cor- 
respondent at Joliet, Ill, in 1915 and 
two years later was made assistant 
manager there. He was promoted 
to manager at Mankato in 1919 and 
was transferred to the same posi- 
tion at Des Moines in 1922. He was 
appointed manager at St. Joseph in 
1934. 


Sun Oi] has appointed new man- 
agers for four of its sales districts. 
They include: Hugh R. Allbee at 
Providence, R. I.; James C. Tilley at 
Newark, N. J.; Charles P. Cooley at 
Trenton, N. J.; and John K. McKee 
at Dayton, Ohio. 

Mr. Allbee has been on special as- 
signment for the past year as as- 
sistant director of industrial rela- 
tions at Sun’s general office in Phil- 
adelphia. Starting as a salesman at 
Providence, Mr. Allbee has served as 
district sales manager at Bridgeport, 
Conn., and at Providence and Boston. 

Mr. Tilley, formerly district man- 
ager at Providence, moves to his new 
job at Newark to replace M. H. Rob- 
inson, who is on leave of absence due 
to illness. 

Mr. McKee has been with Sun since 
1939. In 1945 he was made special 
assistant in the Middle Atlantic re- 
giona: office and later became branch 
manager at Lancaster and district 
manager at Trenton. 

Mr. Cooley succeeds Mr. McKee at 
Trenton, having recently served as a 


special representative in the mer- 
chandising department in Philadel- 
phia. 

. . * 


Cc. B. Bradford, who recently re- 
tired as Seaside distributor in Modes- 
to, Calif., because of ill heaith, was 
voted honorary membership in the 
California Petroleum Distributors 
Assn., of which he was formerly vice 
president, 


STATE CHAIRMEN of the Middle Atlantic District OIIC confer at recent district meeting held in Philadelphia. Left to right, H. 

J. Potts, Socony-Vacuum, Maryland; D. D. Buck, Texaco, Virginia; J. McD. Price, Esso, District of Columbia; J. B. Turk, Amer- 

ican Oil, Pennsylvania; and R. E. Coning, American Oi), Delaware. Not shown are E. B. Watson of Gulf and H. J. Brown of 
American Oil, who head the OIIC in West Virginia 
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featuring the ALL-NEW 
DREDNAUT 2-TON SERVICE JACK 
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featuring DREDNAUT “BOSCO” 
2500-POUND SERVICE JACK 





Take your pick of TWO value-packed Drednaut Jack Deals! 


Send for FREE 
Both deals include 2 fast-selling Twin-Leg Car-Owner models, Data Bulletin on the 
as well as the extra-sturdy Service-Model Twin-Leg. Pick ALL-NEW DREDNAUT 
Deal A to add the most modern 2-ton floor jack to your 2-TON SERVICE JACK 


service equipment... it’s ALL-NEW from handle to load 
saddle and it's yours at a handsome saving with this special 
Drednaut Deal. Pick Deal B to get the popular “Bosco” 
2500-pound service jack ... maximum lifting strength and 
maneuverability, yet weighs just 68 Ibs. With either deal, 
you get a $6.60 set of Tire-and-Rim Tools at absolutely 
NO CHARGE. Order Deal A or B, but DO IT 
SOON .. . jack values like these don’t happen every day! D e 
caiaeetenall 


See your Drednaut Jobber or write: 





dna us facks 


AUTO SPECIALTIES MFG. CO. pert. Nr-3, ST. JOSEPH, MICH. Other Plants: Benton Harbor and Hartford, Mich.; Windsor, Ont., Canada. 
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ABOUT OIL PEOPLE 





E. F. Batt- 
son, administra. 
tive vice presi- 
dent of Conti- 
nental Oil, has 
been elected 
chairman of the 
executive com- 
mittee of the 
board of direc- 
tors, succeeding 
George Whitney, 
who has resigned 
as chairman but 
will continue as 
a member of the committee. 


Mr. Battson will move from Hous- 
ton to New York City, where he will 
maintain his offices. 

Born and educated at Springfield, 
Mo., Mr. Battson has been with Con- 
tinental for 30 years, all of that time 
in marketing. He started in the 
marketing department at Sait Lake 
City, later holding various sales as- 
signments in Idaho, Montana and 
Missouri. In 1938 he was made 
northern sales manager at Chicago 
and later eactern sales manager at 
New York. In 1946 he was appoint- 
ed assistant to the president. Two 


Mr. Battson 


years later he was elevated to the 
vice presidency and in January, 1951, 
was appointed administrative vice 
president at Houston. 
that year, 
board. 


Other appointments at Continental 


In October of 
he was elected to the 


include the promotions of Charles A. 
Perlitz, Jr., vice president and Ira H. 
Cram, vice president in charge of ex- 
ploration, to the newly created posi- 
tions of senior vice presidents. 

Both Mr. Perlitz and Mr. Cram will 
continue their headquarters in Hous- 
ton. 4 


> * * 


H. P. Solem, formerly East Coast 
divicion marketing manager for Con- 
tinenta: Oil, now holds the naewly 
created position of general manager 
of petrochemical sales. Mr. Solem 
will continue headquarters in New 
York City, and will be succeeded as 
East Coast division marketing man- 
ager by E. S. Karstedt, Jr., former 
manager of export sales. 

G. M. Boyer of the company’s east- 
ern region staff has been promoted 
to the newly created position of as- 
sistant manager of the East Coast 
marketing division. 

Mr. Solem has been with Conoco 
since 1933 and has served as district 
sales representative at Cedar Rapids, 
Iowa, and assistant division market- 
ing manager at Kansas City, Mo., 
prior to his promotion to East Coast 
marketing manager in 1950. 

Mr. Karstedt joined Continental in 
1935 and has held positions in the 
marketing departments in Virginia 
and Texas and the advertising de- 
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New president of the Kansas 
Oil Men’s Assn. is Ed Funk of 
Funk & Young Oil -Co., Con- 
cordia, who has been an oil 
man for 30 years. 

Born at Jamestown, Kans., in 





Ed Funk Heads Kansas Oil Men's Assn. 


1904, Mr. Funk was 19 when he 
began his oil industry career 
with the Boyd Oil Co. as a part 
time service station attendant 
at Concordia. 

Mr. Funk spent seven years 
as a service station operator for 
Boyd Oil before deciding to set 
up his own Independent jobbing 
business. He and Floyd Young 
established Funk & Young Oil 
in 1932 and have operated it 
ever since, having celebrated 
their 20th anniversary last 
July. 

Mr, Funk served the associa- 
tion as a director and vice pres- 
ident before being elevated to 
the presidency. 

He and Mrs. Funk are the 
parents of a daughter, Jory, 18, 
a senior in Concordia High 
School. 








partment at Ponca City. In 1947 he 
was promoted to manager of export 
sales. 

Mr. Boyer is a native of Paris, 
France, and joined Conoco two years 
after his graduation from Yale Uni- 
versity in 1945. 


- . * 


M. E, Spaght, executive vice pres- 
ident of Shel: Oil, and A. J. Galla- 
way, vice president in charge of ex- 
ploration and production in U. S. and 
Canada, have been elected directors 
of the company. Shell’s board now 
numbers 15. 

. + * 


H. Paul Templeton, general mana- 
ger, Golden West Oil Co., Royal Oak, 
Mich., plans to expand his compound- 
ing business by going into a more 
extensive line of rust preventives and 
asphalt products. 


* . * 


Brown and Kallam, Inc., commis- 
sion agency in Madison, N. C., man- 
aged by Donald Stephens, has pur- 
chased two new service stations and 
is undertaking a plan to remodel 
one station per year. 


A. Ludlow Clayden has been »*p- 
pointed technical associate in Sun 
Oil’s chemical research and develop- 
ment department, while his assistant 
John G. Moxey Jr., succeeds him as 
manager of the company’s automo- 
tive laboratory. 


Mel C. Coleman, Oregon district 
sales manager for’Tide Water Asso- 
ciated, recently received an award for 
30 years of “continuous and faithfu! 
service”’. 
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DISCUSSING FUTURE of new Mississippi jobber association at Feb. 5 meeting in Jackson are, left to right: Howard Harbison, 
Delta Oil Co., Greenville; L. C. Silvey, Goyer Oil Co., Greenville; W. J. Taylor, Jr., Goyer Oil Co., Greenville; and Andrew 
Morson, Morson-Sterling Oil Co., Leland 


Willard Cook, Jr., has been ap- 
pointed export manager of Tiona Pe- 
troleum Co., Philadelphia, and will be 
in full charge of the company’s ex- 
port operation. 


* - = 


Frank C. Garner, who started with 
Shell as a service station attendant 
in 1923, was recently given the dia- 
mond-studded 30-year emblem. Mr. 
Garner is Los Angeles marketing di- 
vision treasury manager. 


z = = 


Julian M. Avery has joined the 
Ethyl Corp. staff as a technical ad- 





viser after two years as a consultant 
TALKING OVER PLANS for growth of Mississippi jobber group at Feb. 5 meet- 
ing in Jackson are, left to right: R. T. Fletcher, Dixie Oil Co., Columbus, elected vice 
president; John Dowdle, Columbus Butane Gas and Oil Co., Columbus; W. C. 
Inzer ,Service Oil Co., Tupelo; and J. B. Brewer, Pan-Am Southern distributor, Corinth 


to the company. He will work with 
Ethy:’s planning group on product 
development and research programs, 
and will be in charge of technical 
contacts in foreign countries. 


* + * 


E. C. Heinz, wholesale sales mana- 
ger and Marshall S. Pease, retail 
sales manager for Tide Water’s west- 
ern division, have returned to San 
Francisco from: a _ 3,500-mile trip 
through the company’s western mar- 
keting territory. While on the trip 
they held sales meetings for Tide 
Water sales personnel and distribu- 
tors in San Jose, Fresno, Los Angeles, 
San Francisco, Sacramento, Chico, 
Reno, Spokane, Seattle, Portland and 
Eugene. 

* * 7 

James O. Kemm, formerly OIIC 
district representative in Kansas 
City, has been appointed senior rep- 
resentative in the Kansas-Oklahoma 


Sf district, succeeding Robert E. Feath- 
MUCH OF GROUNDWORK in organizing new Mississippi Oil Jobbers Assn.- was erston, who resigned Feb. 15. 


laid by these jobbers, left to right: W. W. Gresham, Pan-Am distributor, Indianola; Mr. Kemm will have headquarters 
and Ralph Pendergraft and H. S. Williford, of Pendergraft & Williford, Inc., Jackson. in Tulsa. 
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Look Whats Back of 
HLVING HORSEPOWER! 


HE PICTURES on this page depict the many 
vital operations necessary to produce and 
deliver the high-quality gasoline that modern 
car engines require. Exploration, drilling, re- 
fining, transportation, marketing—all these 
activities demand highly specialized skills, 
GEOLOGISTS an army of workers. And these skills and 
workers must be fused into an efficient team 
if the price of gasoline is to remain low. 


The Makers of Mobilgas, along with the en- 
tire petroleum industry , are proud that today’s 
gasoline does 50 per cent more work—yet costs 
no more (before taxes)—than the gasoline of 
25 years ago! 


TRUCK DRIVERS 








obilgas 


"STATION ATTENDANTS SOCONY-VAC 


SOCONY-VACUUM OIL COMPANY, INC., and Affiliates: 


MAGNOLIA PETROLEUM COMPANY . GENERAL PETROLEUM CORPORATION 


NEW YORK 4, N. Y.—26 Broadway « CHICAGO 5, ILLINOIS—59 E. Van Buren Avenue * KANSAS CITY 13, MISSOURI—925 Grand Ave. DETROIT 33, 
St. « BALTIMORE 18, MARYLAND—1 191 4 North Char St. « MILWAUKEE MICHIGAN—903 West Grand Blvd « st LOUIS 8, MISSOURI—4140 Lindel} 
1, WISCONSIN—907 South First St. CLEVELAND 15, OHIO—1422 Euclid Bird. «© D. — Magnolia Petroleum Co., Magnolia Building 
Guanes maintains many other conveniently located service offices to give you close and fast cooperation 





INTRODUCING... 
THE NEW GILBARCO 


4 GREAT TWOSOME MODELS 
s « » SERVE EVERY STATION NEED! 


Available in models for pumping one product 
through two outlets or two products through 
two outlets —also identical models for remote 
control dispensing. 


PLUS these versatile features found 
only in TWOSOME Pumps: 








®Occupies 40% less space than 2 single 
pumps 
Same height as single pump 
Same front-to-back dimension as single 
pump 
No widening of island necessary 
@increases island pumping capacity up to 
100% 
® Serves either side of island with either hose 
® Comes with 1 or 2 dial faces on each side 
of TWOSOME 
® Available with or without product panel 


@\s gracefully styled in famous Gilbarco 
manner 




















® Constructed with interchangeable, depend- 
able components as all other Gilbarco 
pumps. 


Gilbert & Barker 

Manufacturing Company 

West Springfield, Mass., 
Toronto, Canada 











